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mm %Hjprfcs# itol -msMm ^ 

' eprescntetlae firms acegitftlni fat smi 
f, serf tlia|; ,|y 

0n. ma fbSt rate af «dtarifcfcrf a«Sll- 
tt 'fer W prags 



per af wei&%'en'jd to daii»n srspVer 
l^m ttect M-B if Cfnetfling oa iws- 

eeo:M^pa,iJa.lS«. M-iB Wis S!CMtie?;flS 
tilUon i'm spat T¥. 

Gr^^' fSMl iiai lis- fs ttfirlly »- 
tating 'paic^' fat **fi3§t€fli up- 

m4m$" rf ^^...spSt sSh»lme« ta idMl 
fith. ^Ir-aV^. affs'rtsiffii ^eeiB* .ftftt 
ids t&t Vim. Js- ftist tte pcftey 
.«s "tefeci.pt farth in M&l Am te- 
lallf submitted ta stffOpE figpf^Mrtr 
tivc flcmiS:. 
He htftened back tt> IfJSitt he w&l 
timeb»sf^ §iid the sg^ateeliiag busi- 

alesmen feadf m wS% 
Timediately ■mttnie-ver a dk#<ahte spft 
ecaflife ili Mid fi^ij m* 

mvc hf ■ M-E is aitnffl at iis|irfng ffie 
ilesme'O, .ftp tg^doi 

"We mat WJtg at: " ' . tfjiffg 
gd; sMian xispriKeatt ■ -v ta ijn- 

trey. angf jusi .asking; f&r fatf 

p'sh&m% ikmi rt the= salesfliara^ -mail- 
ttnctisp^#|a«ld big 19 'Wtoa^fl^- »f » 
Pf. SBjd. ,raAe -a si^. mieh time he 

imws. %^ms m m»^iJM^i^[■ hm feels 

superfar fo arnotte' sihld-^ 
Jtei. But latito salesmen feaw tended 
I tP »feTtff WfliiSf SflillMlMf*!]!!' 

reqaestea, «&ll «!aMf ta da 
By— Sid b^t»f tteft. liBsM=e1sfe 
"It casts ii jaoffsld^t'Wp aiPOTt ;tf 
ieney tften: ii«ei;gal:nta a^paf ;maAet 
jr 111 :ftiit; ftre/ thi M-E St^i*^ 



atdd. •^Buiiai&a we atf ia, ft a «%il|,, 
are pMtifted £a 'TCtefeade the buy 



t ^11 fit^toJW, ill fOtt-ji^p-iBiima 
lis ik wfth, th® 'ailfsffl:i#s 0;K|ir 
-atio, 41 ll'gntelMtpflt as^4^l'fek- 
i? as paM*bl& 
'■'Not all «lita, jaMKEDtetlves a«e 

tij%' af i^tp, QwL ffi mmmmt"' he 

iid, ^'mau^ care daAig m g«i jefc-, 

m .mmi U 1^" item A ap- 

raiwd af atir yallw e*»-«Mtt'fd 
cika-j aiBrf fet 



"beirig mu#h nttiiF© iem;^ittie In plans 
ta laJlflw thrtigh-.* 

Grey said ttat when M-B is now af- 
Itef *d i tetlef #ttt tlmn il Ms, in ang 

'/v t, it; -^ill ant^TOatMIlf' #aMie| 
vaf liable; anc an ttie insianifefiit 
,:^-i|hfeti]E rfrfilea; fciicsyi'^- 
ment, **since Jt will be assumgd- ftat 
tice fesuahirflt :sl€ti0il haB na Sftpelrlaf 
awai|aMW;fSi** Ht MdM t|rtt t5hfe,.p3an- 
ias. ieen- mviewed station reptesent- 
,afiMs tM tt'fedia Wf eJi;, =IBi. *'ttisS^ 
Iffcf d the idea* " 

TM lStt% -ilW » i*f Jry- TV SSles 
repiesentaflw afganizatian^ m^kes il 
Mkm" tMt the- hasib Tf spi&^hujicilig 
jial^ aggliiisw eteh P?fi.«affliea 

Ife ^fi ai ih& piiif is I **Ii»£aidiatg 
jsarreamiaii upap tva weeks*^ natip 
stf aoy spat araautoeaDftefit eartentfy 
t#;Hg' by u W§l3x0&-Bj!j^k^ 
Elie»t, wM'A ©an he feplace-d by a 
mm: tj^fesehllog a greate: Hftui la 
adwerti-ser ispelyed, /TWs gr&®g|- 
«tae will be ascertained an the basis 
it Bili'sr Jfttf »ws# tffltlillf , te-gasid 
audieneg; rpaeh„ ar hatlt. This f alicf 
afpfe ta bafh. preemptiMe as well as 
flatly- jrii^tfble sp&fSi" 



www proi/im for t&ffywMsfs 

M'ew "Ka^k — ^j^stpisgybacfk issue makiS 
way fat cluttef U -smkm M W ta- 
dUSW %MSP* ^gk-rof creatars. hiave nmf 
chaljfeirge^ GttmmiecetaLl draJtaaliSB W&- 
faced wiih new^ |istfpTiiif 0 fashian- 
iag aHT|urpase Si'-seGattd spat Which 
canfanhs ta hraadeaaste:^* fifW TV 
Cade metHlrmthts foi? ''integrated"- 
lj6)Erkijig cambination annannifflnetilj 
while at same tlsie laeMt* tlif oi m&4 
ffit pigg^batfk that em bf taken atpait 
and run in 3Q-secaad availabilitilsi 

t]|5de 'aiteitls ate flff§ring CJrilfecH 
M%M taeXig earnnjeydfl as example 
af ideal integratiaji, While if s hasd la 
imafijBfe splitting thfe ane ihta tW0 
useable 30s, fbsfrvers are eanfident 
resauKefiiL wi'iter^s and producers Can 
gawe up with devlies la littegratg twa 
praduBts in minute reel and aJlaw far 
split InlB separate 3Qs, 

LileWhiad at this happening il indi- 
cated by vigpr gf agency-adrntiser 
defense af pig^back tanft «fhen 
braadel-^eS* ih, ^sBfea W daWn, 
*%¥etcBnin5erGializ^atiarr'* loafc af pig- 
gybacks,, limited style accqptable" fa 
Code statfafts ta thsie mepting integra- 
tioa standards. .Agenaites hai/f ftittil 
ieptembex ta get used in new integral 
tien rules. 



He^ism in prugmms, fi<it, and with ageiicifes 



mi 



Mm fmk — A in^tuifttiito xd. Am 

tiqn "by the American Assn. at Advee^ 
tisirrg Agencies ta speed- {eftpilayment 
ijf B%r®s 'M pa;piBS> ffaro®' 
cfafe, .adtertisemeits, and 3»gen^jr per- 
Isfiinel Pifeed % 4A^'s last ^Mk. 
ta Qammitsipi ®a Bupian Bi:#ts at 
W&w laark =Oty. At .a meetmg'.' called, 
i©. dlssasf '-"gimtm sjEfifiipiiw; %^ 

partnnities fer all tMe^^ cij^*s ft|fflSe; 
m;i!n:aBty residents'/' MSiard L. &he'il-> 
dikif i 4^*1 mow ^i«e' -pmidlW-,- listed 
ttese steps: 

* 4A meattnis with I&littnal A^., 

pktp -GomuiJssioa' on B1:i-mitt, -Mghts, 
J^Stt* *l Mrteling S^iEiatljisls, 
.and TOtftaM "Lm^^- -if #e«11tlr' M-$w. 



ing broadcast: sagpeneies agamst fliscnm?- 

m Stafemsent last June by Ameriean 
'Fedeiia'ifttt »f Tde'^istoii # Badfe 
A^tls® Ifith bPn»d««st and recfltdiajg 
Irrdustry on no-dlscrjmjiiation proyisr 
iifn in talent-union cotje^ 

» 4A M^tetn Conteenee session 
JasJ fall an **The Bxpandtag Negco 
Matlret.'* 

Mew Yotk agencies emplay under 
30^000 Tfegpesi against 405,000 in 
finance and insurance and 600*000 in 
.seyvices. 



top f»m-'^ 



•4 ^WSd© Efceulafton, af « stafewent 
of: hdM fn M^m aKaflabJe 

,fe>of mmg ■fioleaii'sEeiSybii,, .or :nafton^- 

^ m lle^Q-xi^ii^ig, tl#Bnfi|nMi -pl^- 
&herf m, 4A bnlle&i imt months 

* JPolhiy' iagreement by Hii^^i. 'bill? 



Fm.^ .km §mi:M WA^M-, se'rvlaf CAfea- 
j?ee»,_ fim iVew England: smtes, md N:em;- 
T&rh l# -wm- amrtowrmed Imi: wmM % 

I, limM fimg^mk Pw- 

psie- & tW9t9r' ^(stmi dimemr fwr- 
faiia ^afifS. Imfmrmaffm Agwncy aad 

sift'*®' vfce pfiRsidmf ahi a dWeSVffr 
mf MMS. Paul Rogers is general man- 
&^:rmf WACE, Joseph J. Rogalski, Jr., 
•tO-pWMfions man- ' " 'ney pro- 

§fam director, and Sy Becker news 
mr&dm. WAGE is &m 730 kc at 5 few* 
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ssdbssss, cm ssrcssr £:d%-2r:Bcr- 

a. s:rocgsr rofe fosr radio •srere h;^i- 
Bffcs of lie openirf dsy of NAB's 
9:h anssal coiif ersacs of 5t£*2 sssoas'- 

r?TTr.~Tr.? a dose sacood ao 
C72Sii pl^ to tsep 133 ire cresscje 
CQ QsLzress ior passage of lis Ro-^rs 
b€S :o bar FCC fros ccESjeitn&l 
rJe-22iii:^ More febscis, sod vote oa 

Tcd Can m-EAL, Bairkaorsj 



ETOs4cassr Assodz^kso. candi- 
date fcE" NAB direcio?-Et-l2rj2 for 
riSo, iaio^drjced s^^^lst CoLss.- to 
46 s^2ie asscciaaoa j^sssdeea, as aa 
NAB pjesidgEl 'who Lad a srssp of 
tbe rsai liseds &f lie iadBstiT, arni the 
sfessnnir^tioa aad foxeri^ to sofi'e 
its, prdbbsr^ C4:^H2s' otEspoito cor> 
oei^ ozi iocrssy probfeeB bad 
troe::^^ an a f e*r toes, said Carr, bm 
l:e tsrfsd tiiks s^ajs rspreseiaam'es to 
baT'5 faiih. in this pr-gsictent •wlao iisd 
piiosd NAB throc^ oce of its laoa 

Carr b]":sifr cLaJkaiged the sta:^ 
associami pjssdssts to aii ihsn^- 

Do yot! r^Llly ha^ally disagree 
■aiS tbe teaeia CoDias e^preses — or 
do ther fear resdis ira^ sfaale a fe^- 
estresebed ideas, and pcssibly s^^en 
affect the coarse of "p<y ^i> 1 r?ve- 

Gcffixis ^'as fraaMy Aaksn by 
Carr's tn^abashed aad ftJIaOiiie trisTxie. 
Bjt he coLld, asd did, hadk up Carr's 
daisa of a tc^ year for NAB -wMh hard 
faots. 1 963 broadcast re-.^©5-ties Mt aiS 
aB-?fei£ biga, aad 1964 proia-ises to 
ir*cr.e 6'>"ea bsgher, Gm'erss^nl rela- 
tions vrere ne-^-er s^e soc-^-sfuH:.' 
cosducted- FCCs propo%d coEEaer- 
dih E=:its >ere canceled, aad broad- 



Wa^iugton — Fkjor d^hsMe oa Rep. 
Rr^m* fD^ Tex.) biH t» bar FCC 
freu® rHte-caakiag craa mriBber Of Ifm^th 
of commerc^k is tx^md&i to come 
trp fiik Vieek, possl&ly Wedinesday. 
Thsm boars eeif detette scbednlM^ 
sraid ameodmeots can be o^erpj frojm 
tbe fl<i«ir — aaj e«plc«i*e sitiiation tflrr 
viiiat has become a b^bJy casffitroreFs- 
tal piece of ^^^hstma. Aetb^r of tbe 
bifl profeniadlY bof^ b^oaics^ers 
hasni'e dOoe Ibeir h#nio*oii if expiaaj- 
bjg tbe f:act5 of their cjC^mmmrdsl 
to ^jeir cerogr^gsraen. 



C2:ssr difs-e a all .IsTigs -has besa 
Ti-3.'-.'^^g to wia ecHipesio^^ p^ 
sase of Lss Ro2^, ML Hie' .rllisgs 
probieQ, to3, is- in iinfcs^ry kasds, 

might have added NAB b.g(^ tt- 
cepta3:5es for its eveakig get-tiDf-e^er 

Co~~TTtae aal Sab-CcKiimiCee chair- 
'arid Zjeiaiers, phas a o'jmS^'' ©f 
legisJatF. e invitees 'frcKa a cro^ ^ctioa^ 
of s£^es. Edphssis this year, bow e\"'^, 
■a-as oa exitestaiaiag tey le-gislators in 
broaden •carters.) 

Adv'ertisers, mx^mcAs, ^jd iadivid- 
eal feroadcssz^ bave hia-dlsd old bar-^ 
rien to s: do»-n aad oat Ths 
"chrner" probleia fSee story page 25). 
Said Coffijss: "^.'s ~ar-e tryiag to get 
to r^is-n aiiswers to the problems 
of pig:^'b£ct5, MBxsards, cs'pdas, pro- 
Eioiion spots, et aL^ — to rsiaisiize- iJie 
cl j::^r.^ Two caeetiags ba% e been hekl, 
BO lasg&k restdts as yet, bts 'Collins 
expects -tbesj ia the; .aear ,firtEs-e. 

Radio ■siQ ir&prm'e ki all .ax-eas in 
ib^ next year, and N.'^B •»iD work 
Larda- for tbe radib broadr^asjeis, Col- 
Has proEJised- These uiQ fce bigger 
aiMl better radio p?cra.oiioii to ^e 
p^lic, laore 2!d".'ertisiag sponsorship, 
ajid better atKfieace sieastires^it. He 
hopes to ses radio pfxsumzl more 
f'-Dy realized. To i^lp tMags along, 
a jjew vice pr^d^ for radio will 
be apjxKatad. Coffins assures brpad- 
cjLSters appcaateg -wifl be good one. 

Tbe_ NAB- presadsQt appsal^fed for a 
close liaisGfei between state* associatiors 
and the natjosal as-sOGiatikjn. 



pRi%. crr£s 

UHDit-CaEATIYITT 

Blamed for ^©Eomy waste 

Daroit: — ^^njod^y's cGti^miST 
over-poasniSHcaisd 'wuh .aad i 
der^HiadsEstood," say^ Ernest 
Joaes, pc-^ldsat, MacMa 
John, A'da^as. 

"Tnis year SI 3 J biMioa 
lars be spect in the 
of new prc^isas and- tie 
provfaisnl of exist&g ox 
Some 6,(XX) oe^" products %i 
esnerge ^d onfy 500 infill sji 

S &i§ first year. That i& 929 
failure," Jon!^ told ?»:iichig2n 4.^ 
m-efT^ijss last w^Il *T1us 
QorniG «-^se is partl^Hy tb© 
sponsIbiHiy of adv'ertSaif 
caeise- we are .not cre-a 
e^nough," Jones s^d. 

Slatisfics oonfuse' tb& adi 

coateinis. We are pSfea s£ 
HPS aboti tiie 'SO<^edi InteEs 
tcEal EJCplosjon, ye* 8% of 
adolt pOpfilaaSon is iUitirriate 
th0 point «h^re th'ey fiad It • ' 
ficiirt to, read -a j>es^p,^ptr, 
I6fe of oar population hm 
the ei.rfi-ih gade. 

We- -ars, given ^jistiei o-n he 
sophisti cated the Anmicaa 
sumer is,, yd 73 # have, agvi 
been -in an ,afrp1'aae; W& 
never travelled more than if 
miles, he says. 

''Ones-sided s-tatisli'cs set, up 
"Ironic curfain" be-t3^'eeh -the 
man and the eOnSiiMer,'' 
believes. 



Harper Mi iS ipenfifli to 

Detroit — Advertising earns points ih 
sarck priceieamisp, ratio, the head 
of Interpublic Group of Co.s t£^d iks 
Detroit chapter of the National Assn. 
of AcccFjniaats laa %-esk. Examples 
oStisd by Marioa Harper, Jr., in a 
speech Thursday rFfeb. 20): 

"Tbe three l&&dmg soap «mpani.es 
have comparable techjiology, produe- 
tion, md distribution faciliti^. Their 
biggest difierenixs are skills m 
marketing commtinic^ors." One 
(Procter Sc Gamble), he said, hAs a 
pTice-e&mm^ ratio of over 29, the 
second 19, and the diird 12. [Edftlgr's 
note; P&C puts better than 90% of 
its hundred-million-dollar ad billing 
in T\'.] 

In soft drinks, the leader and top 
communic^or, Coca-Cola, has a rgtio, 
oi'er 31, its biggest rival 20, Harper 
said. [Coke spends sojne 70% of its 
measured ad money ia TV,J Iij goup5» 
Campbell's [more than half in broad- 



cast] has a ratio of 2^, :md fs ne 
competitor 19, Harpftr told 
accduitentS,- 

ImerpubUc's chairman eoui 
moneyjneo, to©, oh ad budg^ ssat 
timing, and testing. AacQiintahl 
activities are h^ag piitiiart fnopej 
gressiyejy, he ^id, and .^utKi 
"milestone" a study beingf coodu^ 
by Gejieral Motors msmu^t ad i 
formanee. In research, ad *1-nian| ' 
are beifl^ idmiified ajid ijiade 
to meastir^iail; and the c&Ml 
game fheor>', ©fjeratiions Ee^rch, I 
other tpols will help yield beftetj 
si»'ers to your questians," Harper f 
his aud&nj^A 

I* another &pe^b p^a^ed foul 
troit-s Adcraft Qiab the foUo^ngl 
(Feb, 21), Harper outlined psari^ 
attack at the local level on tbej 
tiofiaJ probjem of poverty 
program a stsep f urflier from hia 
outline in Washington. 
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25 Clutter bucking continues 

It's easy to pinpoint personal interests in reaction to suggested 
changes on clutter bugging air industry but there are mor& 
hints of "I will if you will" now 

ADVERTISERS 

27 Coffee price leader goes ^premiufn' 

Making a new bid for a modest share of the N.Y. market, Holland 
House skipped to the top of the price spectrum. Shaping this 
new "quality" image is up to radio and TV 

29 Auto ads — A to Izard » 

Chevrolet admen, big TV customers, don't tell quite all 
in Detroit presentation to dealers 

AGENCIES 

32 Scramble abroad 

U.S. top-tenners acquiring new accounts, expanding as 
Bates, Burnett, Interpublic, PKL announce move 

TIME/BUYING & SELLING 

35 Make the most of station rep relationships 

TvAR's Robert M. McGredij discusses the care and feeding of 
station representatives in part eight of a series of articles 
by agency media executives 

TV MEDIA 

46 Sponsors back up live local show 

Daily day timer on Philadelphia's WCAU-TV ranges far to 
present imusual events, meet interesting people with 
co-hosts, format attracting major advertisers 

RADIO MEDIA 

57 How an expensive jingle gets that way 

Cost of musical commercials may not be a, yard stick to quality 
hut a jingle can be as expensive as you nmke it, especially 
Ballantine's folk idiom appeal to a young adult audience 

SYNDICATION & SERVICES 

55 Adman's guide to TV syndication 

Distributors are getting ready to showcase their newest programs 
and feature films at time of NAB meeting in Chicago, 
even as medium undergoes new changes 

DEPARTMENTS 
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Gleveland's monef mjen — top executives of banks, and 
sa¥J>ig<s aod loans — knew «/here to invest wisely thetr 
bfoadetst adve;rt:isini dollars. More financial irrstitutions 
purchase more tirfte on W J W RADIOthan on any other 
Cleveland or Northern Ohio station. 

Out fmanGial WHO'S WHO on W J W f&r i;S63 and 1954 
IncJudes: 15 Drganlzations ranging in size from a suburban 
sawnss association: to the largest city bank. 

W J W RADIO is in a class by itself as Northern Ohio's 
only tt/el I -balanced good music station. According to latest 
national surveySi W J W RADIO delivers Cleveland's 
largest adult audi:en,ee. 

6e like the bankers, put ysur adx^ertlsl ng dol lars to work 
on the best quality buy In Northern Ohio. Your Katz 
representalive has the details. 

"An^ ;aMflfe.rtce^sfe'e:L£lata us.ea hie^ein te Bfse^ en the smj/ces, indicated,, 
la sa'Blect taffe; Oinrtatisns on its accuracy inherent in the method 
Mfmrkey ussi, and sMuIa tie Romidered as an estimate." 

Hoflpfer Dgeeitibei'-JSnuaTy. 7 a«m, - 6 p.nri. 
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WWDG- 

salutes 
Washington's 

finest 




We salute Peoples Drufj Stores and 
their President, George Burrus. Each 
year, Peoples serves people — by sup- 
plying well over 5 million prescrip- 
tions and more than a hundred 
million other needed items. And each 
year, for the past 15, they have asked 
WWDC Radio to speak for them — 
through news broadcasts — to talk 
about the products and services they 
offer. We are proud to have been a 
part of the kind of effort which has 
grown from one store to 225, and i 
serves over 125 million customers ' 
annually. Our thanks to Peoples 
and its agency, Kal, l^hrlicli & I 
Merrick Advertising, for the privilege 
of ])laying an important part in this 
growth. Peoples sells to people — and 
WWDC is "the station that keeps 
people in mind." 

BLAIR 
GROUP 
PLAN 
MEMBER 

WWDC RADIO WASHINGTON D. C. 



RepresaUcd nalionalhj 
by Blair Radio 





PUBLISHER'S 

REPORT 



GOVERNOR COLLINS RESPONDS 

I WILL NOT make use of this editorial page to launch a diatribe against 
' BROADCASTING Magazine. Long years in public life, I feel, have accus- 
tomed me to withstand criticism (the good and bad) and it has always 
been my policy not to engage in prolonged x'ituperous exchanges with my 
critics. 

But I would be less than frank if I did not seriously state that for mttxe 
time BROADCASTING, tlirough means fair and foul, has engaged in an di> 
sessive campaign which has promoted disunity in broadcasting. I cannot 
avoid being resentful because over and beyond tile injury done to fne as 
an individual, I believe this has damaged NAB as an organization, andi 
broadcasting as an industry. Fortunately, more and more broadcasters are 
recognizing this and are joining in resentment. 

I'm sure that I do not know all the answers in broadcasting, hut I feei 
that there is an enormous job to be done in NAB and I anxiously wish to 
merit the confidence and support which is essential to the most effective 
leadership. Of course, the atmosphere at NAB must always be orij0 in 
which disagreement is not stifled. But it also must be one in which agree- 
ment on broad important goals can be effectively fostered. An enviromnent 
of this kind is required to support strong industry actions in tlie progress 
of free broadcasting. 

In the last three years, the industry and NAB have grown and prospered 
despite our well-publicized problems. The industry has never before been 
so strong, nor has NAB. j 

The NAB by-laws provide that my duties as president shall be to "foster 
and promote" this industry, as well as to "protect and defend" it. Thesse 
duties are, I believe, opposite sides of the same coin. Among our most 
effective defenses against government encroachment are our Radio ant" 
Television Codes of Good Practice. Even more important, through the 
we raise the standards of broadcasting. 

Recently, also, we have had a very remarkable and strong interest on th 
part of people concerned with broadcast advertising in sitting down tOf 
gether and working for solutions to common problems. All of us have • 
stake in keeping tliis effort moving forward from its promising beginnings 
to ultimate, concrete accomplishments. In doing so we will be servin 
multiple objectives — we will be strengthening our position against govern 
mcnt intrusion, we will be encouraging the public as our strongest allie 
and we wil be developing greater pride in our own industry. 

The most effective progress requires cooperation even beyond a weU 
united industry. We need the cooperation of all concerned — broadcasters 
advertisers, advertising agencies, program producers, the government, th 
public generally — and, yes, the trade press. Unless we work together in 
broadcasting we cannot expect much in the way of cooperation from others^ 
and our forward motion will be in little, timid, frustrated steps and not th 
long, sure strides becoming to our growing, vigorous industry. 

LeI^oy Collin^ 
National Association of Broadcaster& 
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VNA0^TY'$ Goterap hmmm Chinpt thelPmure in New Englani 



StEtrullifreaUsfy Wiik the actkatlofi of Its ne% tQwer, 
ifffj^G'T^* KJiannfl I — atJiigh nwn, i'untiay,, Fa binary 

mm H^fgjit ■ Sfgmfic-intl^, Itt sutetafl- 
.fel fncrsa&g fn 'mrvim mw&mg^, Ghannei 7 
4I;I provfria 6?aete A tantour servfee to: aft 
^m4w4 mm that encQmpassss &mMf 
teitiSTr,, PMMd$;tipe a:n:i;l 'VilpicasteF.. ■ -N'ow, 
ith msny ititfiftoftaJ tafeisleift JierffiaB 
hlfr ta te^ "tn tn WMM^Ws l«l and ^SC 





fetwork programming, it'll pay you to take a good look, 
toio, For WNftG-TV's incraased coyaraga story, button- 
your naarest RKO-General represantative and 
laarn why Mrs. Frank Casay in Usquapaug, 
Rhoda Island, and Mrs, Josaph Casey in 
Charlton Depot, Mas sac Ku setts,, can follow 
Dr. Ban Casay's neuro-surgical proceduras 
via Channel 7 as readily as Harry B. Casay 
Who Hves practicajly within the shadow of 
mr new toi%.r in Nawton., 



i 




In casting abont we've fonnd 
there are only 12 network 
television programs in the whopper 
class-those commanding at least 
a 40% share of audience. 
While the other two networks have 
one apiece we've landed tra. 
That's a pretty fair share. 
CBS Television Network® 



Based on Nielsen Television Index estimates subject to qualifications 
which the CBS Television Network will supply on request. (NTI Average Audi- 
ence, regular programs, 6-llpm, seven nights, October 1963-January 11,1964) 
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thai of aM tke 
Top 40 fbw 




are siM tkere 
scoop is this: 
You can bmld 
season on a 
CBS Television 







Slsed.; ©ft t}|gte«ft T^Jevfeion Index estimates, subject to qualifications 
Wll'ieii tihe CBSTgfeVisiSn.NetVfeof k will sUpply oil request. (NTI Average Audi- 
'eCffoe, regQIar prSg^amsVB-llptn.seven rtights,.OetQbeT i963-Jaauari^ IT, 1964) 
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CALENDAR 



FEBRUARY 

American Assn. of Advertising 
Agencies, Southern California Council, 
luncheon meeting, Sheraton-West, Los 
Angeles (26). 

Western Radio & Television Assn., 
17th annual conference, FCC commis- 
sioner Hartley and others to speak, 
Jack Tar Hotel, San Francisco (26-29). 

American Assn. of Advertising 
Agencies, Southwest Council, annual 
meeting. Manger Hotel, San Antonio 
(27-28). 

Specialty Advertising National Assn., 

convention. Palmer House, Chicago 
(27-Mar. 1). 

Advertising Women of N. Y. Foun- 
dation, "Fiesta in Spain" Ball, Wal- 
dorf-Astoria, N.Y. (28). 

American Women in Radio & Tele- 
vision, New York City Chapter, day- 
long seminar on "My World and Me," 
at McCann-Erickson, 485 Lexington 
Ave. (29). 

Radio - Television News Directors 
Assn., board of directors meeting. Time 
& Life building auditorium, N.Y. (28). 
RTNDA newsfiim standards confer- 
ence (29-Mar. 1). 



MARCH 

American Baptist Convention, dead- 
line for entries in 1964 Tv-Radio-Mo- 
tion Picture Awards competition (1). 

Hollywood Ad Club, luncheon meet- 
ing. Radio Advertising Bureau pres. 
Edmund Bunker speaking, Hollywood 
Roosevelt (2). 

International Radio & Television So- 
ciety, 24th anniversary dinner, presen- 
tation of Gold Medal Award for 1964 
to American Broadcasting-Paramount 
Theatres pres. Leonard H. Goidenson, 
Waldorf-Astoria, N.Y. (4). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at Hotel Lancaster, N.Y. (4-Apr. 22). 

Dallas-Ft. Worth Art Directors Club, 
judging begins in seventh annual Exhi- 
bition of Southwestern Advertising Art, 
in Dallas (5). 

Oklahoma Broadcasters Assn., sec- 
ond annual Radio Operations Seminar, 
at Oklahoma U. in Norman, with 
FCC's Cox, NAB's Anello, RAB's 
David (7-8). 

Variety Merchandise Fair, New 
York Trade Show Building, (8-12). 

Electronic Industries Assn., national 
electronics marketing symposium, Stat- 
ler Hilton Hotel, Washington, D.C. (9). 
Spring conference (9-11). 

Writers Guild of America, West, 
16th annual awards dinner, combining 



honors for TV-radio and screen, Bev- 
erly Hilton Hotel, Hollywood (9). 

American Toy Fair, at American 
Toy Exhibit, N. Y. (9-14). 

American Assn. of Advertising 
Agencies, Southeast Council, annual 
meeting, Riviera Motel, Atlanta (11- 
12). 

National Editorial Assn., govern- 
ment relations workshop, Willard Ho- 
tel, Washington, D.C. (12-14). 

Broadcasters' Promotion Assn., 
deadline for "Third Annual On-The- 
Air Awards" entries (15), extended 
from Feb. 15. 

Assn. of National Advertisers, third 
annual seminar on business paper ad- 
vertising. Plaza Hotel, N.Y. (19). 

Intercollegiate Broadcasting System, 
annual national convention, Columbia 
University, N.Y., hosted by WKCR- 
FM (21). 

Southwestern Assn. of Advertising 
Agencies, convention, Sheraton-Dallas 
Hotel, (22-24). 

Institute of Electrical & Electronics 
Engineers, international convention. 
New York Hilton Hotel and New 
York Coliseum (23-26). 

National Sales Promotion & Market- 
ing Exposition, 18th annual. Hotel 
Biltmore, N. Y. (24-26). 



APRIL 

National Federation of Advertising 
Agencies, annual convention, Outrig- 
ger Inn, St. Petersburg, Fla. (2-6). 

Financial Public Relations Assn., 
Middle Atlantic regional meeting, John 
Marshall Hotel, Richmond, Va. (3). 

National Assn. of Broadcasters, an- 
nual convention, Cc.rad Hilton Hotel, 
Chicago (5-8). 

Television Film Exhibit (TFE '64), 
Pick-Congress Hotel, Chicago (5-8). 

Assn. of National Advertisers, west 
coast meeting, Del Monte Lodge, Peb- 
ble Beach, Calif. (5-8). 

National Assn. of Tobacco Distrib- 
utors, 32nd annual convention. Hotel 
Fontainebleau, Miami Beach (5-9). 

Financial Public Relations Assn., 
North Atlantic regional meeting, 
Schine-Ten Eyck Hotel, Albany, N.Y. 
(6). 

National Premium Buyers Exposi- 
tion, 31st annual display, sponsored by 
Premium Advertising Assn. of Amer- 
ica, National Premium Sales Execu- 
tives, and Trading Stamp Institute of 
America, at McCormick Place, Chi- 
cago (6-9). 

Transit-Advertising Assn., annual 
meeting, Casa Blanca Inn, Scottsdalc, 
Ariz. (6-9.). 

Society of Motion Picture & 'I'ele- 
vision Engineers, 95th technical con- 
ference. Ambassador Hotel, Los Ange- 
les (12-17). 



Chesapeake AP Broadcaster Assn.f 
annual meeting, Sheraton Belvedere 
Hotel, Baltimore (16-17). 

Radio-TV Guild of San FrancisCtt 
State College, 14th annual radio-TV 
conference and dinner, on CampuSj, 
S.F. (17-18). 

Financial Public Relations Assn., 
South Central regional meeting. Brown 
Palace Hotel, Denver (20),: 

Associated Press, annual meeting. 
President Johnson to speak, Waldorf- 
Astoria, N. Y. (20). 

American Assn. of Advertising 
Agencies, annual national meeting, 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 
(23-26). 

Pennsylvania AP Broadcasters Assn., 
annual meeting. Boiling Springs (24). 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenn. (26-May 
2). 

Assn. of Canadian Advertisers, an- 
nual conference. Royal York Hotel, 
Toronto (27-29). 

Society of Photographic Scientists 
& Engineers, 1964 international con- 
ference. Hotel Americana, N.Y. (27- 
May 1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria, N. Y. (28). 

American Film Festival, sixth an- 
nual by Educational Film Library 
Assn., 16mm competition. Hotel Bilt- 
more, N. Y. (20-May 2). 

American Women in Radio & Tele* 
vision, 13th annual convention. Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 
York Chapter's second annual nevf 
products conference. Hotel Delmonico, 
N.Y. (30). 

MAY 

Kentucky Broadcasters Assn., spring 
convention, Louisville Sheraton Hotel 
(4-6). 

Electronic Industries Assn., work- 
shop on maintainability of electronic 
equipment, Sheraton-Jefferson Hotels 
St. Louis (5-7). 

California AP Radio-TV Assn., an- 
nual convention, San Jose (8-10). 

National Retail Merchants Assn., 
sales promotion division convention. 
Hotel Americana, N. Y. (10-13). 

Assn. of National Advertisers, ses- 
sion at Waldorf-Astoria, N. Y. (1 1-12). 

Sales Promotion Executives Assn., 
seventh annual conference, Astor 
Hotel, N.Y. (11-13). 

Direct Mail Advertising Assn., di- 
rect mail institute. University of Con- 
necticut. Storrs, Conn. (10.-15). Mail 
order seminar, Statler Hotel, Boston 
(12). 
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ilATS NITWOiH CQMPETITIPU IH HEW YORK 



Whtn m Qff-ftitwirN prograrn...on an independent telg- 
wiiion statiQin . ... in the highly competrtive New York market 
. . , t©pi the e©m pet! ng programs on three network flagship 
#tJtfam^ that's i gsffmi parfmmmm, 

tfi Its, SBCOfitf week on WNEW-TV (Frtdays, 7 to 8 pm), THE 
fi^LLANT IVIEN mm a 15.2 rating for the full hour — No. 1 
in im .fiS!tfmt, JmafrnMrn lattr it ranked f/rsf agdin — 
With a ISJ rating. And, after 13 weeks on the air, THE 
SALLANT JVIEN captured a 16.0 rating — good for a ftst- 
p/»f f tfe, Since Statting on WNEW-TV October 4, 1963, the 
prggrim has censfetently rankecf first or second in its time 
perfod. If;s freifiiently th^ highest rated adult program on 
the entire wfttioh. 

H^re sre 2^6 tseti Oh -packed hours dramatizing the experi- 
tnc® 6f a tfpical Wpriri War II infantry company. Family 
appeal. Man^^sizeti rating potential. Now sold in more than 
to markets. 

■.fou'Rce* N:iSls»n instaBJan&otfs. ti4le»isjsn S,ud.ren.c'e Rjfiitgs 




nil mMi\0 eYi > DHEiaSE > D{0m(M • lURf SIDE I • sqiiietoaT • The roaring 2g^& - ERmm ■ bourbon street beat « iawman 



555 FIFTH 



inside 
SPONSOR 



There are some publishing facts of 
life that ought to be made clear to 
the immature "pro." 

Four issues ago we revamped the 
late-late show of news into our yel- 
low wrap-around pages now titled 
"Friday at 5." The reception has 
been too good. Some astute p.r. 
types guessed that since they were 
light on items that would "make" 
space in F at F, it just might be a 
good idea to hold an item of sec- 
ondary strength for late delivery on 
Friday. It hasn't worked. Releases 
worth it have gone inside or have 
been held for the following issues. 
And the pay-off has been in the 
kind comments we've been getting 
for the F and F department. 
« « « 

Few people have the interpretive 
grasp of the hectic action and sound 
that make up the world of syndica- 
tion as well as Charles Sinclair. The 
details (and graphics) which he has 
assembled for the Syndication and 
Services department in this issue 
(page 55) are not only a compre- 
hensive report on the state of the 
field today, but will make an excel- 
lent foundation piece for a file on 
the industry. The piece is geared, 
unlike others in the past, to the 
problems facing the major spot ad- 
vertiser and his agency. It covers 
the full sweep of domestic syndica- 
tion from first run and off-network 
telefilm series to specialized feature 
packages, and there's a lot in be- 
tween. It's a field on which Charlie 
has been reporting regularly since 
1954. 

o o « 

There is a new name on SPON- 
SOR'S masthead this week. William 
"Bill" Ruchti. He's a welcome ad- 
dition to the SPONSOR editorial 
staff. You will hear much from him 
soon. 




'Critique' to get critiqued 

I respectfully request permission to 
duplicate the "Commereial Cri- 
tique" by Klaus Werner, radio /TV 
director of National Exj)ort Adver- 
tising Service, which appeared in 
the SPONSOR issue of Nov. 11, 1963, 
titled "Building a Commereial." 

I wish to distribute copies of the 
article to my students in copy- 
writing at the Carolina School of 
Broadcasting, Charlotte, N.C., for 
their information and use. 

William S. Stokes 
Copy Department 
Bennett Advertising, Inc. 

Charlotte, N.C. 

Ed. Note: Permission gronted. 

Service to the industry 

"College hopefuls to get straight 
word" (sponsor, Feb. 10) is a good 
job. You have done a service to the 
industry and we are going to be 
able to use reprints of tliis article. 

In behalf of the International 
Radio and Television Foundation, 
may I express our appreciation for 
your help. 

Thomas J. McDermott 

President 

Radio & Television Foundation 
V.P., N.W. Ayer & Son 
New York, N.Y. 

An admirer speaks 

I felt I should write and compli- 
ment you on the Feb. 3 issue. As a 
regular reader, I get the distinct 
feeling that something new (and 
good) is happening at sponsor. 

Frank Boehm 
Director of Research & Promotion 
RKO General Broadcasting National Sales 

New York, N.Y. 

Sponsor goes to college 

I would like permission to reprint 
selected articles from your maga- 
zine in our monthly publication. 
We will, of course, give complete 
credit to your publication. 

sponsor Magazine often publish- 
es articles of interest to college 
radio people. The Intereollegiate 
Broadcasting System, a non-profit 



educational corporation of faculty 
and students, publishes and distri- 
butes free of cost to all college sta- 
tions a monthly magazine. We do 
this as a service to educational 
radio. 

I sincerely hope you will see fit 
to grant us reprint permission. 

Fritz Kass 
Publisher 

Intercollegiate Broadcasting 
System, Inc. 
Bethlehem, Pa. 

Ed. Note: Help ijourself! 
Thank you 

Congratulations on the new format 
of your magazine. It is very inter- 
esting! 

Salutations et milleurs voeux 
Aurele Pelletier 
Manager; 
CHRC, Quebec, Canada 

New Excitement 

As a regular reader of sponsor mag- 
azine, I want to compliment you 
on the way in which your stories, 
always seem to get right to the 
point, and say what needs to be 
said in the industry. 

Lately, I have especially noticed 
a quality of excitement, both in the 
way in which sponsor looks as well 
as in the topics your writers taekle. 
There always seems to be some- 
thing of interest and importance for 
smaller advertising agencies, such 
as my own, while reporting about 
the operations of major agencies 
and advertisers. 

Thank you for keeping us abreast 
of all the developments in our iit^ 
dustry, and doing such a good job 
of it 

Joseph P. Tartafio 
President 
Tartaro Advertising 
Buffalo, N.Y. 

Sorry 

... is it possible for me to receive 
previous copies of (sponsor) index? 

Carl N, Leyinton 
Controller 
ASCAP, N.Y. 

Ed. Note: No, hut save them from 
now on 
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In 19a 



used these 





to reach 
and sell the 

markets 
they have to 
!)e in, 

AiaBama Biri)iingham W/\TV; G-^i»dffi:WAA%, M^bjlo, 
WRRG, Montgomery WeOV, Selma WGWC, tu5c»r 
loosa WJRD, Tusqutribia WVNA Alaska Anchoraae 
KfOD, Fairtonks KFRB, Juneau KINY, ketcKikan 
KTKN, Seward KIBJH, Sitka KIFW A'i'ona Phoeni^ 
kOOL.Tucison KOlD Arkansas El Dorado KELD, Fort 
Smith KFpw, Hot Springs KZMG, Uittle iiock KXU? 
Caliternia Bakersfleld KERN, CMco KHSL, Eur«ka 
KINS, FresrjQ KFRE, Uos A0geles KNX, Modesto 
kBEE, Palm Spring,s KGMJ, Redding KVCV,, Sacra- 
mejrit'q. KFBK, San Diego KFIVIB, San Francisco KCBS 
Colorado feoioratio Springs KTOR, Denvrer KLZ, 
Grand Junction KREX Co,nneeticjit Hartford-Man- 
clrester WINF, Wate/bury WBRY Florfda Delray 
Beach WDBF, Fort Myers WINK, Fort PierceWARN, 
Gainesville WSGG, Jacksonville WIVY-, Key Wesi 
WKWF, Lake City WDSR, Miami Beach WKAT, 
driando WDBQ, Pensacola WMEL, St. Augustine 
WFOY, Sarasota WSPB, Tallahassee WTNT, T^impa 
WDAE Georgia Albany WGPC, Athens WGAU, At. 
janta WAKE, Augusta WRDWi Brunswick WIvliaG, 
bolumbus WRBL, Gainesville W-GGA, Macon 
yVMAZ, Rome. WLAO, Savannah WTQC, Thomas- 
ville WPAX, Waytross WAYX Hawaii Hilo KHBG, 
Kojiolulu KGMB Idaho Boise KBOl, Idahq Falls KID, 
Lewiston KRLC Illinois Champaign; WDWS, Chi- 
cago WBBM, Danville WDAN, Decatur WSOY, 
Peoria WMBD, Ouincy WTAD, Rock Island WHBF, 
Springfjeld WTAX Indiana Anderson WHBU, Fort 
Wayne WANE, Indianapolis WFBM, Kokomo WlOU, 
Madis«n WORJ(, M'^ri.on WMRI, Muncie WLBC, 
south Bend WSBT, Terre Haute WTHI, Vincennes 
WAO'V Iowa Cedar Rapids WMT, p,es Moines KRNT, 
iilason City KGLO, Ottumwa KBIZ Kaivsas Golby, 
KMX, Pittsburg KSEK, Topska WIBW, Wichita 
k'FH Kentucky Ashland WCMI, Henderson WSON, 
Ho(5kinsville WHOP, Lexington WVLK, Louisville 
WINN, Owensboro WQMI, Paducah WPAD, Paints- 
ville WSIP Loiiisiana Alexandria KALB, Mpnrqe 
KNOE, New Orleans WWL Maine Portland WlOB, 
F^umfofd WRLfM, Waferville-Skowhegan WGHM 
Mar);land Ballimore WCBM, Cumberland WCUM, 
Frederick WFIVjD, Hagersiown WARK MastsachUselts 
Boston: WEEI, Fitch&urg WFGWf Greenfield WhAI, 
Pitlslield W.BRK, Spring,fi«Jd WMAS. Worcester 
WNEB Michigan Dfetroit w3R, iSrand HapidS WJEF, 
Lslipeming WJAN, Kal^maioo, WK-ZO, Saginaw 
WSGW Minnesota D^luth KDAL, Minneapolis 
WCC0 M'^si'^SiPB'^ Meridian WCOC Misi'wri 
Jbpfin kOdE, Kansas (Sify K-CMO, St. Louis KMdX, 
Springfield KTTS Montana BUtte KBOW, Great Falls 
KFBB, Missoula KGVO Nebraska Omaira WOW, 
Scotts'blut KPLT Ne»ads L^s, Vegas KWC, f«enb 
kCBN kern Hampshire Concord WKXL^ Keene 
WKNE, Uconla WEMJ NeV* Jersey Atlantic Q»9 
WFP33 New Mexico Albujquerrjue. KGGM, Santa Fe 
KVSF New York Albany WR.QW, Binghaititon WNBF, 
Buffalo 'WBEN,= Elmira WELM, &lo«ersvi'lle WENT, 
IJhasa WHCU, Kingslon WKNY, .Ne.w- York WCBS, 
Plaltsburgh WEAV, f^ochester WHEGv Syracuse 
tVHEN, gjica wIbX, Waterfown WWNY North Carov 
lina Asire«iile WWNC. Charlotte WBT, Durham 
WBNC, FayettevilleWFAl, Greensbq/oWB/G, Green- 
ville W6TC, Fiocky tiounU WFMA North Dakota 
Oand Forks KILO, Jamestoi*n- KEYJ,. Valley City 
K'OVa, WahpetOn"; KBMW Ohio Akron WADC, Cin- 
cinnati WePo", Cleveland WOOK, Columbus- WBNS, 
Dayton WHIO, PS rtsnhp.u,thWPAY,Youngs'lownft/kBN 
Oklahoma Oklahoma City-Norman WNAD Oregoi|. 
Eugene KERG, Klamath Fails KFLW, Medford KYJC, 
Portland kOlN, Roseburg[ KRNR Pennsylvania Al- 
toona 1^/V-AM, DtfBois WCED) Harrisbjj'rg V^/HP. Indi- 
ana VS'DAD, Johnstown WARD, Philadelphia WCAU. 
■pittsfaurgh-McKeesport WEDO, Reading V^HUM, 
ScranfOri- WGBI, State College VVR'SB, Sunbury 
WK6k, UnjontOwn WMBS, Williamsport Vflf/PX 
Rhode Island Providence WEAh South Carolina 
Anderson- WAIM, Charleston WC^E, Coliimbia- 
Gayjce WCAVt-GreenVjile WMHB, SpartanburgWSPA 
South Dakola, Rapid City KOTA, Yankton VfnAX. 
Tennessee C^aHanOOga VVB.OD,. Cookeville WHUEI, 
J,olinson Cijy WJCW, KnoxviUe WR'OL, Memphis 
WRECi f^ashviileWLAC Texas Austin kTBC, Corpus 
Chrisii KSfX, Dallas KRLD, El Paso KhZZ, Har- 
lirjgen; K#BT, <H&nstOo KTRH, Lubbock KFYO, Satt- 
Antonro KMAi, Texarkana KOSY, Wichita Falls 
kWFT Utah Cjedar City KSUB, Salt Lake City 
k'SL Vermojit Barte; WSNO, BratHebO/o WW. 
Nevjport WIKE-i St„ Johilsbury WTVVNiVilginia Nof- 
•fblk'#TAR,, R'isKmond W,R'NL, ROaaok® wpBJ, 
StaUntpn VVAFC W^shinglo|i.Stattle Km'O, Spokane 
*GA, ftunnyside KRB% Walla Walla. KLO, Wfn- 
at<:hee KUEN Wa*ingt4n, S. C. WTOP West Vir- 
ginia' Bectley iWJLS, Charleston WCHS,, Fai,rmon,t 
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COMMERCIAL CRITIQUE 



How sound is your sound? 



JOHN F. HURLBUT 
President & General Manager 
WVMC Radio, Mt Carmel, Illinois 

IF SOME Rip Van Winkle were to 
return to consciousness and im- 
mediately turn on the nearest radio, 
I wonder what he would think 
about what he heard. There is quite 
a contrast in today's radio "sound" 
with that of 20 years ago. 

We hear so much about radio's 
"sound" and it leads me, as a broad- 
caster to ask the question of fellow 
broadcasters and advertisers (even 
of myself) "How sound is your 
sound?" 

Have we become so enamored 
with sound devices that we have 
forgotten the primary purpose of 
radio ... to communicate? We may 
be communicating news, informa- 
tion, commercials, music, education, 
public service, but we are here to 
communicate. 

I am reminded of a fancy presen- 
tation I witnessed in New York 
some years ago. Tliere were slides. 
There were drawings. There was 
much musie and production. When 
it was all over, a friend remarked, 
"That was really something, but 
what were they trying to say?" 

This problem of sound "sound" 
is one shared by broadcaster and 
advertiser. I am not condemning 
all jingles and sound effects per se, 
but I wonder if at times we don't 
get in the way of the message we 
are trying to convey. 

Arc wc getting in the way of ra- 
dio's essential advantage — that of 
personal companionship? People 
listen to radio for many reasons. But 
most of these reasons arc summed 
up in the term companionship. Well, 
what does one want in a compa- 
nion? Interesting conversation? En- 
tertainment? Nice to be around? 
Understanding? 



As one drives through the coun- 
tryside, it is interesting to explore 
the radio dial and listen to the many 
sounds that come forth. I listened 
to one radio station whose news 
broadcasts were introduced with a 
sound device which led me to be- 
lieve that the Angel Gabriel had 
recorded the introduction of the end 
of Time. Does this type of constant 
crescendo add anything to the be- 
lievability of the news broadcast? 
All news is not of this consequence, 
and what about the image of the 
sponsor so associated? 

Just the other day I heard a com- 
mercial for an automobile dealer- 
ship. It was a combination singing 
jingle with live copy. Everytime the 
copy hinted about the dealership, 
the jingle would be eused in and to 
this day I don't know the name of 
the dealer or his address. The musie 
was pretty. The beat was wonder- 




JOHN HURLBUT also President 
and Piihlisher oj the Mt Carmel 
Daily Republican Register, has 
owned and operated WVMC Radio 
since January 1, 1962. Prior to this 
he uas affiliated ivith the WFRM 
Stations, Indianapolis. A charter 
member of the Broadcasters Pro- 
motion Association, he served as its 
president in. 1961. 



ful. But I'm sure the dealer paid for 
the time to sell some ears, not to 
entertain me with pretty music and 
a beat. 

Now if the purjiose of a eommer- 
cial is to induce a desire to buy^ 
then the sound technique ought to 
be subordinate to the meat of the 
message. Sure, a lot of buying and 
selling is emotional, maybe most of 
it nowadays. But what is accompr 
lished when the salesman seduces 
the customer and forgets to sell the 
product. 

Again, I feel that one of the maiiy 
advantages of radio advertising is 
its opportunity to use sound to at- 
tract attention and underscore sales: 
points. Jingles through the years 
have helped tlie customer remem- 
ber the client's name. But they 
ought to be clear, understandable 
and uncluttered with extraneous 
jangle that gets in the way of the 
sales message. 

Modern radio has too much oi 
the public's ear and attention to be 
so encumbered by the clash, crash 
and discordant noise of so much 
sound that is for sound's sake only- 
Radio represents such a basic op- 
portunity for selling. When you can 
become part of a personal compa- 
nion ... in the car, at work, at home, 
at play, wherever radio crops up, 
then there's a mandate to do the 
best possible selling job. 

I happen to feel that radio will 
take a giant step forward in revenufi 
when we clean up the clutter of e^r 
traneous sound and get do^vn to the 
basics of effective, imaginative 
sound selling- Radio has everything, 
in its favor to do a great seUing job 
for goods and services. 

When you and I ask ourselves the 
question, "How Sound is Our 
Sound?" we'll be on our way toward 
more effective commercials.: ■ 
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SPONSOR 



ECaiNiaiVIY DRIVE 

Wcm tf HRfeF's Hesv l^ork sales reps^-Biart Adaiiis, Ediftoiid Byan, 
Jtou Dcwglas, Bob LamMn — each service one of four Philadelphia 
ltd ageneiea. For coiiyiviality and economy, they try to schedule their 
calif fox the same day so they can make ihe trip in one €ar. (Why 
ds®n*t '9m man serylee all f««r? One does: Ed Hyani. But we needed 
ftiuf for this pttzzte.) 

dfiffipBeationa ari^e: eafili agEWsoy Medfia Drreet#r tal^es a different 
day off duriiif the week. At Agency A it's Monday, at Agency B 
Tuesday, at Agency C Thnrsday. At Agency D, the Media Director 
ifi at another branch on Tuesday and ThiLirsday, so she can only 
b# seen Monday, Wednesday or Fxiday, On a recent trip Out, the 
^iowittf eanvirsatitan took place? 

;A&rn§i, 3Lf njkift ind I wanted to come out here earlier in the week, 
Iftt the» wam't a day when we cotild both see our clients, 

JiyiM I diln't wa=nt ta tiome t0day« kut I couldn't have seen my 
eEent tomorrow^ 

Doaglas: I coiild Mve eome out yesterday or the day before just 
m well as today s 

]Lamkiti: Either yesterday or tomorrow WGtfld hatye suilad me as 
well as today, 

Whfioh man servteed which agency 1^ 
^imm- answers to: I*uzzle #97, WMAL-TV, 

Tbsifoimrimg mm&M»Mm imk plme m the Ifodks Powder Room of ct 
M&M'so^- ^i^e, agency: lE'irst Time-Buyer: I guess I shouM havB 
hm0i^mMe 'Qf fhme UW^miw^te prime4ime avail&biUties in the Come4y 
Mmm- if-T0Q fm. M-M 'Jiti&l. To«r cMenfs ielight^d with what 
they*t}k '4wm f&r M'ii ^0 W&shtigion mttrkei. 

Second 'Tirm-MiOif-m I hate to saiy I told you sA, 

WMch iime-hnyef geU ffie raisef Address questiOMS lAoui mailabiUiies 

to Harrington, M^k&r & Parsons, Ine. 

Puzzle ac^tM^ smai^ FummimSr YQrf, iS^* Y", im24 

wmal-tv @ 

Mmmmm^i mi^m^m%:MmfTm & parsons, lac^ 

Affii&leilwtth'lllAL .a.n.d WI^Sl. Pi, W3sh}«gDa, J. G'. ^WMS-Tf -lixd WWS < HirrtSDnbOrf , ia. 
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SPONSOR-SCOPE 



Schick paves w^y 
for n«w by- product 
of stainless blade 



Nielsen figures 
show webs' reason 
for sports outlay 



Color stepup sceif 
as ABC-TV buys 
4-'Vidicoii systems 



Anti-pay TV group 
falsely claiming 
SACm as supportei' 



aj^am eymg 
comtTrercial excess, 
air ad 'loudness* 



Mai-fcet-place battleJiy matrufacturers of stainless steel mmt hMSMhm »fp!airen% 
opeucid up whole m\v area for spending of acivertisiuf dollars: iiiiercouiieGted bf- 
produets. Latest additioD is new Rh^^friw memn ifjtt&dflced bf Sellick lafety Wmat: 
Go., for users of stainless stfel bfedes, CMted Ssliiofe ShaTing Crearti;, prpdijrf 
comes ill aerosol 'Tjomb" and is planned to reauh consumer puMfc in Apfil. S^tild^ 
division of Eversharp, (Slaifljs product Is necessary sinseie older creams were pro- 
diiced for Use with carbon steel blades and don't bare ppeeial aid^? for ininbiii»rjig 
oxidation, prewnting rust, aiidprSlotifiMig lie of staWfiss steel bMdes, as fts nmn 
cream has. Scliiek abo notes that ^lainlep steel hn^ niw l^m m&t 4hmt tJng-IialE 
of entiri America-it razor blade jnarket. 'BeMsry broadcast adwertasin^ Is pknneiii 
formtroduction of new eream, j 

I 

Major eke to networks' recent large outlays to garner top shafts attraction ii evi? 
dent in compilations by A, 0, Nielsen Co* ©n total kmmi reaisted fep tm IpSJttf 
telecasts. Top three places went to MBC, "wMdh also liad Bv& of top; ten — other 
five aired by CBS, In order, they ares Sunday WqM io-i^i g€lfte (^86), if^f^is- 
000 total homes reachedj Saturday World Series game (MBG, ^,fO0|OQOi Hose 
Bowl (NBG), 24,470,000; Cotton Bowl (CBS), 33,190,000; Tl»nkfI»S NFL. 
Green Bay vs. Detroit (CBS), £O4'ZO,OO0| NFI, Ewnner-Up game fGl% lijfi0,0fii| 
Pro Bowl game (NBC), mglOvOOQ* MFL> Green Baf ¥Si San Francisco {CBSi 17,f 
million; Thanksgiving NCAAj, Texas vs. Texas A&Jvl |0B% If, 000^ Thmsdm^ 
World Series game {N1C|, Ji^Q^^D^OOO. Enopglt to make mj adr6rtfsfir ;wBm llfc 
appetite. 

Look for more coloreasting by ABC, Move is ^ntieipated as result its signfjfg 
contract with General Electric to purebas© fotja major neisyork pn%irs#l WM.m. 
Centers, making ABC first web to use new four-vidicOn ctfOesa, sf steift for coter^ 
and b&w film transmission. The GE 0hfversal Ftijpai Center witli four-^-vidicon 
PE-.i4 color Rim Cameras was given fimt air test last Aprl in ABC telcfflSt of "Tin 
Vatican,*' ^Iter system was devdoped hf QE witli cooperation of ABC Engineers. 
Fourth tube produces a b&w picture, and other three are used to * paint m Iftlo* 
infonnation. The four ABC/GE systems begin opCTataon Apr. M, when I5ayli|hi 
Sa'seing Time starts, and wHl be used to feed nttS^Ork film to nB|0# timn ^otm 

Screen Actors GuiM may fake legal action against CalifOinia organisation usinj.^ 
SAG's name in its cainpiiign to outlaw pay T¥ in the state ^spossoh, Feb. 17) 
SAG says persons oireulating petition for Citizens' Committee for Free TV falsely 
elaiin SAG supports jjlan to have anti-pay TV refercndiyun pnt on ballot in NOYeilf^ 
ber elections. To the contrary, SAG points out it a4opted imsolutisn seven years age, 
in which its members fayoped widespread instalMiOns and public titts of pay "tM 

FCC is leported ready to Step op its review of cowmmttl avcess by stations on a- 
case-to-case basis, also to resurrect the ahnost fOrgpttcn ingwiry irfo "loudnesfe' 
of air ads* Bob Heald has pointed out to Florida Assa. of Broadcasters that lattei 
-decision would \y& a Pyrrhic vicforytf ^JrOaclaistets forget that eicesslf e and lota^j 
commercials create a practitjal problem whigsh they must lie interested In tol'i^eil; 
simijly for their own good. Self-control not only meats better broifesitlgy bettei 
jicc&pt<an<3e, and better public relatioriiy he smid^ but also tbe best way to kse| 
FCC out of field in wliich it doesn't belong'-^te,, the bMift«ss of bfOaji® sting. 



I 



I 



Couijea^ of The Vetroit Institute o/ i4^U 



J,S AM 

I* ft/i reixxfiiMle f(jii:qmrmi 

itm&-i3a .d.tq. fie 



in a class bi^ Use I 



"Mstsmtpxem — -.gsm^S^mai sMUl, fm-tmcAmg mimsi This is the quality 
qi 'l^^l laito-tpfevMoM Sfpjrvlce— in entertainmeixt, n«ws, sports, infomfiation, 
and public affa&s programming. The results are impressive— in audience loyalty 
and community stature , and iu T T T T IF T T T 1! T T It 7 T m T T 

isnpact for the ady-ertiser l/f ft'-fJ .ctnd f f f f <J XV 
on WWJ B»dia aud 'im^A. TH e N EWS STATIONS 



Tte S^Wt.^« * AffiBM^d with HBC • Nattsaal fep.refe:n49lmes:' Peters^. Griffin, Woodward, Inc. 
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INSIDE SAGA OF WESTERN MAN 



'Hii Mmyh^mt m "mm ^iM-k^mm dmmmitmry frmn ABC News md 
MriA^^ CAimilt^fef C^hmim^ Xkmnm Jefferson md Tkeodm^e Roosevelt 
kami Mlifsm. AMI M Aem m. mr own tmrld o f 



"•fc^TiGMT HA© FALil^ Motftad tile walls at Crmrtaida, 
.-ll siege mMmtM imm t:iM fffseefiai ecfttuty 
b0gUM mmm Intsf tire Mai:kt«fe 

fm brty »ti|iju.teit the fea#r^^' h^pi as A.1$0 
mmerai groatiid and. a laeal fifie depaTtttetit stcrM 

the a-eti;4«al, s*»t. Ifct,. 'wkea th.e 'barrage was o%<ex;^ 
mmiiMr^ -ffltitetMK iK iM Stga Qf Wes4em Man hatet 
hwm aeCTWtelf t«»flii-^«fl. tJii tpct'wlitim it hap- 

pjstired, usic|g aiEtwail &^i:ini al tke time. 

'SkpL af ' Weajefjj Man h, a Bour-part series from 
4tt6;t,bstfeaiiS«'aM I W4 a.ad tlie dtcisiG.te of tftda-f 

trao;rig^ ouE Eralatisn and dea/elopment through: 
lliiefc key |€«fs rfd^fSsim In tbe past: 14^ 'Iff^ 
aad 

ttet As fm tmnslabe our early hlftpry IrttQ gxcjt^ 
&tia tfilwiilaii'? 

"""Thfir® ms thrt# jt'iMl ttepif siys Jdhfi leeondarj^: 
e^tcurive producer ior^ AB-C^iSpecial PrQiects Disd^ 
smsii **FifSis fjou §Q BshfefE the events actually loo.fc 
place:. AM use tht mmAs ©f the people wlra raadfi 
theffl happEUj as thie^f tkems'el:vBS wwow thePl; d#iroa 

'""I'lK-O-ttd.,) ypu pat the mm,era In ;^a£"e of |b« 
rimrer— tet theTiewt tht©%h.thecam«ra's eye. 

"^AAd third, you try Ifc bla^s ijQt to distort any^ 
■tttlog* ¥ot dJEiiT't Use props, foa. mM actual fiMpie'^ 
teettts;rfthB;tiM%,,;feic»Me rhff'i-e teal and cxcithig. 



iloiue of that excitement just has to come over the 
screen'" 

It did just that. Here is what sdrne df the crities 
h ad t o say : 

.the overwhelming ocean and the tiny Nina, 
Mnta and Santa Maria eame vividly to life . 

"It would be hard to irtiagine a more &uspense£ftl 
sequence than the program s excellent recreation of 
Columbus* voyage, —Mauston Chronicle 

allows Us the excitement of experiencing a. 
great event of the past . , ." — Chicago Tribune 

"The years 1775 and 177& came magically alive 
throtrgh imaginative marriage of camera and narra- 
tive.*' —dsmciated Press 

And from The New fork Times: "Honor came to 
the American Broadcasting Company last night., . 
the prograru elevates ABC News to the forefront in 
iise of the documentary technique that may stand 
as TV's most lasting contribution— the ability to re- 
create the past in terms that are at once compelling 
and informative!' 

Saga of Western Man, sponsored by The Upjohn 
Company, is another facet in the wide-ranging, 
diversified schedule on the new ABC. A schedule 
designed to give America fresh, imaginative tele- 
t iston in neivs, sports and entertainment. 



ABC Televiiion Network 
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Metro Charlotte is just the rich marshmallow floating on a market 75 miles in diametier when yotj 
buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, only WBT'§ Ceor 
50,000 watt signal delivers Charlotte PLUS — a market of more than TWO IVIILLION PEOPLE with] 
$21/2 BILLION in buying power. Your BLAIR man has the WBT story. It's a hot one! i *f 

m 
■ ■ M 

WBT RADIO /^rjp 1 
CHARLOTTE©™ 

Jefferson Standard Broadcasting Company m 
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mwsf- to plra^oin* peirsars-al iHfsmsts, in re.action 
syi^gepted ^'ha-ngm isn clatter hix^he mr in'dustry 
lem BF!Hfe; hints .osf" wiii; if y.o:u wiir'' n&w 



'^Th$ -^MA-hm^edj mi^etMg on. clut- 
ter I^SKOWOT Feb. l7j fc TeeeMnf 
mixed, EEstE'tlan... .NoitflHy absertjtj 
hsMmms, 'imm hMm. tlie^ftigi? pitot-- 
'm% '4>l^m mm& eaJMjjf. .an,d the 
'MOtlitagpaiii bp dcini- Eiroiit ft*' atti- 
taderwlkfili/lmViB wewwniied the 
sii ' ' . ' long and recent past. 
pi is niade by the Associattcrfl 
01 iN.iiional Advertisers are specific. 
It's difficult to avoid the specific. 

"The problem is now in the liands. 
of the licensees and the netwotte; 
who must now take the initiative" 
Peter Allport told sponsor at pres^- 

Commen^ing on the fact that 
H ' . !|, NAB's TV Code Di- 
rector, liad told the meeting that 
the recommendations would be 
helpful in NAB's consideration of 
Mem, Allport said, "We're 
ged that the NAi CfSM 
Ved the idea of the pTOpo- 
oeived several nice 
flotes from ajret«erfcs and braad- 

tmteri 'MlmwMg th0 m&sfhg, Btit 

tmy X3fhm hm^^mt ts^gstt fn ft, 
;d'is-dKairtaggS: pasitfian. The NAH.,, 
tibccoti^, -thm 'dode' Bnaxd, is now to 
J :p<estti«ii. ttj MM istim!' 

ti'CKOB fliat itm wtfl i?l;i»tly %e ■niifc-^ 
fftg 'SipeciiKe reoflmni^Kjdaiians; t& tfee; 
■Qiafl-t- Jtet'rdj ^^rtteuliarlf in, relatimi 
m -tilflttiffds- ot4 «rBd;&. 

Inlfial fiB^Ctlffrt to IhSfM ^^'h() feel 
thai m caw iar *l.ttt|i^ is possible 
find, mmf in itct .now ke un< ! y, 
di€e#uM tfc danger that 
tke prihifpJs fiSttftet is the "let 
Dmr,gje dm it''' si-tticud,,':: ti.mong some 
wnferfim, Aefciiain,. t'tey »iy, should 
C&W:e .tBfMi;^ the C«de making 
ml« tljai'^fe*! all equally. 

Mofttikeptjr;.^, ; .„:' afe 
Any xeaison' ■ J to the spe- 



t1 

ei ' ■ ■ 
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sals. 



cific prciposak made in the attempt 
to clear up the clutter issue, are not 
neftrly as vituperative as diey were 
only short weeks ago. 

Lee Rich, senior vice president iii 
cliarge of Benton 4 Bowles' media 
mateagement, heading a department 
ifhieh buys cnoTe than half of the 
top 10 rated network; sliows for sadi 
clients as General Foods and Proc- 
ter ic Gambie, is steptical about 
those *h0 q;ii65fi<3n because of the 
Df defiiiition. If clutter is: 

Oxmilf^ — ^'^Thff's a big problem, a 
union matfer. We'd cut credits i£ it 
•wem up to us. We do our own 
#b!^s and w^e don't want all the 
efbriits, hilt when the union says 
^yocrve g®t tO;,, you've got to. You 
most rememher that this is a form 
of advertising f or talent." To anyone 
who tries to get union concessions:, 
^Ke giy _gjie'st,''' 

iPf©?l?;g^i "My advertisers who 
have shows ask for and desire pro- 
mos. How can an agency go back 
to: clients and >say Well, no more 
ptilliiotiOtt^l 'material for your 
tho«*' WeVe got to have tljiSk- Ket- 
WWks run promos to tell the public 
v¥hat*s on. Advertisers buy shows to 
get afatings, and it has been found. 
Over the years,, that promos work.'' 

Milkemds7 "This is pa^t of what 
advertisers buy. I'm now givitig 
over my billboaKls.. I'd like to see 
any figBncym«B in Ameriea stand 
uf and SAf "iny client w giving uf 
billterdi.."-" 

TMIbs: *'Shows are reducing tliese-. 
After introdUctfons they go right in 
witli a super,^* It tahes a sEcond.*' 

Mai'iM ^tmiks; '"Wb%b always 
he&tt af^i'nat 42>^SjeGonil. ,s»ta,tioH 
br.eafcs. It's ftsking. 4to« 'i*ay feom 
an advertiser." 

Hieh stresses B&D's si.\ year rec- 
ord &? not paying for spotj which 




B «feH*s Lee Rich 

are triple spotted aS part of what an 
agency can do in this kind of situa- 
tion. He questions effectiveness of 
Code control in the clutter problem 
and suggests that broadcaster sejf- 
control is somediing like telling a 
lo-year-old daugbter to make hex 
own rules. 

Julius Barnathan, vice president 
and general manager, ABC-TVi 
"ANA not only doesn't have a srtow- 
ball's cbance in hell to cut back sta- 
tion breaks, they haven't even got a 
Snowball. The longer breaks liter- 
ally Saved nettvork television. All 
networks now feel tbi$ way. The 
longer breaks will never be given 
up wihout a major struggle." 

Buti as a suggestion toward find- 
ing a solution to the clutter bug- 
ging, hie says, "What people object 
to most in TV is not the number of 
commercials Or credits but the nurn- 
ber of interruptions. If sponsors 
would let us put commercials back 
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Comments cnme from (l-rj: Maxori's Rod Ericksori. C&W's N. F. McEroy. Esty's Mitchell Johnson, FS&R's A. F. Dnrain, TvAR'i, 
Marvin Shnpiro among others 




NBC-TV is satisfied that promos enabled 
Mitch Miller to make the move from 
Thursday to Monday snccessjiilly this sea- 
son. 



to back at niglit in an liour sliow. 
you'd ha\e longer acts, fewer 
breaks, and just as much efFecti\ e- 
ness. But every ad\'ertiser wants his 
own little exclusivities and protec- 
tions and special treatments, " 

On the "pro" side of reaction, Rod 
Erickson, sr. vp at the Maxon 
agency, told spoxsor that ANA 
leadership is "100% right" in its ac- 
tion on clutter. In the matter of 
credits, union control has led to "ap- 
palling" ex-cess. Promos: Networks 
arc running too many teasers about 
coming shows. There's no correla- 
tion between ratings and this kind 
of promotion. Breaks: There ne\'er 
should have been 40-sccond station 
breaks. Clutter reform, he admits, is 
going to he an uphill battle gaining 
only inches at a time. (Erickson's 
client, Gillette, is little affected be- 
cause its schedules are participa- 
tions in 7 or more shows — day and 
niglit — and special sports shows — 
World Series, NCAA, Ro.sc B )wl 
etc.) However, he believes that 
while you can't prove damage-by- 
clutter because there has been no 
decline in sets in use, and circula- 
tion is up in relation to population 



growth, judgement still "tells you 
there's too much clutter." 

Newman F. McEvoy, sr. vp, Cun- 
ningham & Walsh, feels that "it's 
high time for some industr\'-spon- 
sored research into viewer reaction. 
\Y\n\e he's not a party to the ANA 
anti-clutter movement. McEvoy 
thinks they're on the right track. 
"I'd like to see more siu-gery on 
promos and credits rather than 
ha\'c commercials take the brunt of 
the criticism." In an inter-office 
memo at C&W, McE\'oy puts 
commercials far down on the list of 
clutter irritants. Public ser\'ice an- 
nouncements, promos, and credits 
are high on the list. In his memo he 
says, "It seems unrealistic to im- 
pose an arbitrary restriction with 
the number of products mentioned 
when there is no real e\'idence that 
a niultipicity of advertisements is 
in itself a liability." 

Mitchell J. Johnson, \'ice presi- 
dent and TV director, William 
Esty: Action will ha\e to be indus- 
try-wide because of the "o\'cr- 
whclming" effort needed to over- 
come clutter elements now stand- 
ard operating procedure. 

A. E. Duram, senior vice presi- 
dent, TV and Radio, Fuller, Smith 
& Ross: "I think the issue is very 
important but I'm a little skeptical 
on getting residts. . . . Promos are 
the biggest part of clutter. The 
problem is getting networks out of 
their own programs. If ad\'ertisers 
were to hand together in their con- 
tracts to forbid this, it could be 
done." 

Also, "there's no history of promos 
doing any good to increase the audi- 
ence unless you ha\'e a big piece 
of talent like Bob Hope doing it." 

[ohn Meskil, media director. 
West, Weir k Bartel: "I diink it 
could be arranged for billboards to 
be limited as Peter Allport sug- 



gests, perhaps by giving credits on 
a rotating basis. I'm all for it. Piggy- 
backs are another thing. I tliink 
they could be all right if handled 
properb'. I don't think reducing the 
station break would accomplish 
anything. Instead of two 20's you'd 
have a 20 and a 10, still two com- 
mercials. Therefore it makes little 
difference. I know, of course, that 
some stations use two lO's and two 
20's even though it's not allowed." 

Bill Peavey, general sales mana- 
ger, Adam Young: "W^e're talking 
secondary TV stations here and 
the\' need re\'enue. By secondary 
I mean not in major markets. When 
the pronouncements come down 
from Olympus the\' have to listen 
and accept the word as given. The 
stations v\ill ha\'e to get together 
and do something with the NAB, 
but unfortunately the stations are 
not as strongly united as the net- 
works, Procter & Gamble, or other 
imits in the industry. The station is 
the unit that gets beaten." 

Marvin Shapiro, eastern sales 
manager, TvAR: "The clutter proh- 
lem is too in\'olved to solve as a 
whole. I don t see how anything can 
be done initil the indi\'idual com- 
ponents are cleaned up, like the 
question of piggybacks. Until it is 
defined and it is known how man}' 
announcements can be put, into a 
time segment, seconds mean very 
little. The relationship is too inter- 
locked. The general atmosphere is 
to solve the problem before the 
problem has been stated. We ha\'e 
no firm policy, we re just waiting." 

What is ()b\'ious a week after the 
ana's proposals, it would seem, is 
that no one is willing to be first in 
sacrificing any advantage, but not 
e\'eryonc is blindly against trying so 
long as the yardstick by which each 
is measured as well as the decisions 
made are equally applied to all. ■ 
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goes "premium 



taking a new bid fmr a modest share of the N, Y„ market, 
Hollnrrd House skipped to the top of the prtee spectfum. 
Shaping tMs *i^uality* image n<SMv iis up tiof radio ahd TV 



eaTrrs moBe fox the refailer than any 
other high volume groeery iteni. 
One might think, with so many 
eager imbibers, that the coffee man- 
ufacturers' major worry would be 
how to process the beans fast 
enough. Quite the contrary, there 
ar« some 18 major brands and pro- 
Kferous private labels vying for 
those caffein-conscious consumers. 
And while New Yorkers ( who buy 
abeut 10% of all goods sold in the 
country) favor their own in many 
things, a local brand in the coffee 
field has t0 fight hard to stay above 
the linfe in a sea of java controlled 
by the giant food empires and the 



is t h e 
expected to 
carry a, reblended, repackaged cof- 
fee to GindereHfl status. 

The gelden 6Sfepotp©Wier eoaeh 
pulled HioBawi House imperial 
MImrA d^fee into the marketway 
early m, February, This is the first 
iO day dash against her Influential 
Msters. The objecti've is a permanenl 
spot in the palace of Mew York cof- 
fee dntikersf affectida. 

Thflpe^! an aiivfhl lot of ceff ee in 
MifW York, Metropolitan area con- 
someirs snatch up over three-htin- 
dred-milMan pounds; of it a year 
ifnd, on a shelf-feotage basis,, it 



private pac3<ag.ers. 

One local brand whicb for flje last 
three years has been slugging it ()ut 
uji the shelves, with the store makes 
and the corporate Titans is Holland 
House, packed by Eppcns, Smith, a 
109-year-old New Jersey outfit with 
its finger in four coffee-industry 
pies: purchase and sales of bulk 
coffee; institutional sales to restau- 
rants, hotels, government, etc.; priv- 
ate label; and processing house 
brands of which Holland House is 
one. 

Holland House has, in the past 
three years, built to a small but re- 
spectable share of the market by 
positioning itself as a standard qual- 
ity "price-leader." But this year, a 
wildly inflated green coffee market 
and aggressive big-brand price pro- 
motioios forced the Holland House 
profit margin so low it eouldn't af- 
ford even a modest promotion/ad- 
vertising budget. Sales slipped. 
Something had to be done. 

With the courage and fortitude of 
a much larger company, Eppens, 
Smith scrapped its low-priced Hol- 
land House as of this Jan. 1, skipped 
to the opposite end of the marketing 
spectrum with a premium-priced, 
quality coffee called Holland House 
Imperial Blend, and expects to be 



m mtmh mi. iSi?e«% -gmwd^d 

Mfime: Mfim ks TV phdge M 
mplttm tiny cffffm 

,^ttttjtri" tm^£fi;f-ewt ryeftf e the 

mimassmry mmmamer Interest 




etts mih shot of steaming bet erage, . . . invitatron to try a cifp of coffee . . 




GMtantiejl, tso, for double flavor! Klaeger protuqed the commercials. 
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back in the black by the end of this 
fiscal year (Jan. 31, 1965). 

The executive committee master- 
minded the strategy switch. The 
man in charge of making it work is 
Donald Spellman, marketing-adver- 
tising director of Eppens, Smith. 
Working with him is Kendall Fos- 
ter, president of the Foster Rodin 
agency which has handled Holland 
House since 1960. With a budget 
less than one-half that of the near- 
est competitor, Foster — at one time 
TV head at Esty — is banking on a 
cagey investment in radio and TV 
to stretch his budget and give it an 
impact at least double its dollar 
value. And so for the first time in its 
long and often hectic history, Hol- 
land House is getting a really big, 
52-week boost from broadcast. 

The decision to go for the finest 
coffee adequately priced to pay for 
it was based on statistical and prac- 
tical evidence that the American 
housewife appreciates and will pay 
for a very high quality in her food. 
Coffee brand loyalty is as strong as 
that for any item and two signifi- 
cant sales patterns prove that price 
is no deterrent. First is the fact that, 
whereas the medium-priced Max- 
well House is the biggest seller in 
New York (it controls about 29% 
of the market), second on the sales 
ladder is premium-priced Savarin 
and third is Chock Full O'Nuts, 
controlling 25% and 12% respec- 
tively. Second, whereas New York 
supermarkets account for 85-90% of 
all food sales, they sell only 38% of 
the coffee, an indication that buying 
her favorite brand at the moment 
she wants it is more important to 
the coffee shopper than the few pen- 
nies she can save on her next trip 
to the supermarket. 

Holland House's ambitious goal: 
to create a strong enough brand 
loyalty to be one of the big three. 

Attempting to battle with high- 
powered premiums like N-hirtinson's, 
Savarin, and Chock Full, Holland 
House had to go for the largest New 
York audience at the lowest cpm 
possible. The agency selected five 
radio and two TV stations, using 
ratings as the guide and always 
keeping in mind volume di.scounts 
in setting up the spot schedules. 
The decision was made to buy early 
morning and drive time personality 
radio programs and nighttime and 
afternoon TV news and entertain- 



ment shows. A 60-day saturation 
push, which got into full swing Feb. 
9, will include 650 spots during the 
introduction. And contracts have al- 
ready been signed for the rest of the 
year, with spots in varying degrees 
of emphasis totaling over 2,000 
through the end of next January. 
Stations involved are WCBS-TV, 
WNBC - TV, WOR, WNEW, 
WMCA, WABC, and WINS. In ad- 
dition, a reserve has been set aside 
for last-minute availabilities and 
bargain - priced specials. (Holland 
House bought into the John Glenn 
space shot in this way). Some news- 
paper will be used later in the year 
to advertise special Holland House 
promotions, but basically the big 
job is up to broadcast. 

Something strong and different 
was needed to accomplish that Pro- 
methean task of cracking the New 
York market with a new coffee, 
which includes the two-pronged 
problem of switching loyalties from 
other brands and rebuilding the 
Holland House image from that of 
the lowest priced brand in the mar- 
ket to a high-ticket, quality coffee. 
The Consumer "Guarantee" is that 
"something." Carrying that theme 
over into the ad copy, all the TV 
spots center on the Guarantee, stress 
that a "perfect cup of coffee takes 
not only the best in beans but re- 
quires superb skill in blending 
them, that the Holland House peo- 
ple have 109 years of coffee making 
experience," and end with the catch 
line (except 10-sec. spots) "the 
guarantee's so good vou can taste 
it." 

Foster Rodin's confidence in 
broadcast's ability to work for Hol- 
land House is based on solid experi- 
ence, although on a smaller scale. 
When Foster took over the Eppens, 
Smith account three - and - a - half 
years ago, the Holland House brand 
was suffering from parent-companx 
preoccupation with more profitable 
areas of its operation; distribution 
was down to some 100 stores in 
Northern New Jersey. Around the 
same time, Dalton pulled off a prof- 
itable purchase of South American 
coffee and agreed to allocate some 
of it to help revive the Holland 
House brand. 

Holland House cracked one ag- 
gressive small chain on Long Island. 
Starting gradually, Foster bought 
foiu' radio stations on Long Island 



for a three-month period. Distribu- 
tion spread to two other Long Island 
chains. Radio got the liod again a 
year later when tlie decision was 
made to tackle the metropolitan 
New York market. This time it was 
morning and afternoon personality 
shows on WOR. After a year on the 
station, the sales structure vvas! 
strengthened enough to allow an- 
other three - month, multi - statioil 
push. The schedule alternated froifl. 
week to week between seven radio 
and three TV stations. By the start 
of 1963, sales had increased 2,000% 
and distribution had spread to 72% 
of all the supermarkets in the metro- 
politan area. When Holland House 
introduced its instant coffee last 
August, WOR was once again the 
major vehicle. 71% distribution was 
gained within 60 days. 

If Holland House is aggressively 
going after the coffee consumer — ■ 
the current campaign averages 20 
million home impressions weekly — 
its sales pitch to the distributors on 
behalf of the new blend was no less 
vigorous. The 60-day initial promo- 
tion deal includes, in addition to 
the saturation spots, a 150 pack-in 
coupon which Eppens, Smith will 
redeem for full value plus 20 for 
handling, a $1 case co-op/promo- 
tion allowance to cover feature vol- 
ume sales, ads, and displays, and a 
50 off-label price. ■ 

Megowan for beer sales 




p., Ballamijie & Soils, NtxVatk. N.J., 
lias lapped Beil L. Megowan of Lucky 
Lager Brewing lo be vice president in 
charge of ^ales. He succeeds "Wiljiani IL 
Alley wlio retires March 1 after 30 years 
with Ballantine. 

Megowan will supervise BaUautine 
sales ill all markets. He comes to tlie 
couipany from San Francisco, where lif 
was vice president in charge of new 
markets for Lucky Lager and previously 
had been hiterjiiountain divisional vice 
president in Salt Lake City. 
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■Cam jtlmW.-Bt0Alid'''s Atlams 



Autfi ads — A 

qMite plJ in Detroit 

gaAiWB^KJ' on televis;iaiis next- 
te>-lajfgest aiitQiwotiVie brand ae- 
mant te being shared witli diealers 
•em, al maies,, bal tia broadcast ad- 
ferfikeRS^ wheat; #Bs.e braiais do is at 
lefSf as ititevfestifig a^ xchat th«y 
my, 

ThE adyertisiug: Batanagei eif 
OievrcrJet and the president of bis 
MfeftiRfcsg agjBaey^ in a |oint pre- 
SgnBttinn.; tp tip Mational AutomQ- 
bfle Dealw^ hssxt, do olEer same 
do s and don't's of broadm&t buy- 
.i».g. These JioWefft% fgnil-e only in 
a, ift! Hi3f sssf?' iin a ;gfen»rt|i«:ed 'b w- 
to ^pproaGii fea planning in all me- 
dia titieda, ^It Rays to Adirertixe 

ff&fb:e«e -do tJmf ia^lmU hm'- 
m "wliy ■Cbi'vy cl-e^lers fraravan 
across fceal sisreens at xougbly 
a p. anlUifiO a year gtOss billing 
yialume [tP®rsw esflflaMeJ. 

|adf feisli adfe^rtisiag atajna^t 

af General Mators* Chevrolst I3M- 
sion, and ThOmasi Hi AdanlSj prjesi- 
dent of Camis&ell'Ewald, gav« ad- 
t^fCtislflg ABtTsi in, a €[ties'tion;-an' 

montb at dip Maflonal AotomobOe 
Healers Assn-. conventifln ixi JCte- 
tfMt_^ WJiOli, bas ;fridHMd. Mdi- 
tfiMal^flOMIBOigtttt an Seiil :iHd cie* 
ati-v3i prablews fia "btmldigt f oraa for 
•assOctelan aliem&eri;., 
Is^i mM, _dM]ejr& lb!0\¥ m: ana- 




to Izord 



paign^ extiending inileage on na- 
tional adj/ertising witb local sched- 
ules. AdamOs counseled on bow tocal 
advertisiitg agen&ies and niedia 
can be of help.. 

In a review of media, the Chev- 
rolet t^am said TV Iras some ad- 
vantages, but in spit.e of Chevro- 
let dealers' reeord of liberal faeling 
at the TV pwmp, it was a quiet ac- 
Goimt that was given of tlie visual 
miedrum. Tbe following are ex- 
cerpts from a NADA text aecoOT- 
I^nying the presentation, based on 
a siirvey of dealer problems. 

Qn rr 

"Eighty-seven percent of U. S. 
homes have television [EniTOK's 
kote: a. C Nielsens latest TV 
hom& figure is 92% &f tQtal U. 
'h(jMM] and the average home views 
about five hours a day [Nielsen Jan- 
uary average-. 6 brs.„ 10 mnis.] 
While individual message retention 
is low, tele'^ision has the unit|ue 
advantage of cjomfcned visual and 
audio appeal and providing unex- 
celled opportunities for product 
demonstration. 

'*Same of its negative factors for 
autofflcobile deal ers are tlie d:iffi &il t5{ 
■in obtaining the as^aiiafelfty rf 
prime time and the inflexibxhty of 
^rOgrflm use. Estimated cost-per- 
stkoutsnd, .canges from Sl;50 to f 10,, 
depenAtog whetbe? yoii are us- 



ing spots or programs, the time seg- 
ment and wliat the rating is at that 
given time" 

Alum I ratl'm 

Ninety-six percent of 0, S. homes 
liave a rtidio. To the listening 
homes in your area you may acid 
an adchtional 30 percent for the 
estimated automobile radio audi- 
ence. Average home radio listening 
is about tvvo hours a day. It is in- 
expensive with M estimated cost- 
per-thotisand of about $2. 

"Radio pitjvides the opportunity 
for frequent audible messages. Al- 
though retention value of indivi- 
dual messages is usually low, it 
can be increased through the use of 
constant repetition of a single 
theme, such as a jingle or slogan, 
as all or part of your message. Also, 
radio permits sponsorship of an 
individual program, such as a news- 
cast, with which listeners can iden- 
tify the dealership. Don't forget to 
make Sure the push-bntton settings 
on radios in cars you deliver in- 
clude tbe radio stations on which 
you advertise." 

The newspaper evaluation: 

"Generally, automobile dealers 
invest most heavily in ne'**spapers. 
After outdoor, tlie cost-per-thou- 
sand of newspapers is generally the 
next lowest, although radio is lower 
in some cases. 

"Newspapex's carry your adver- 
tising in an atmosphere of news and 
vitality. It is a "comfortable" medi- 
um, with habitual readers. The cost 
is relatively low and the circulation 
coverage wide. The estimated av- 
erage cost-per-thousand for a page 
blacl: aird white at national rates 
is between $4 and $10 for daily and 
between $2 and $£.50 for weekly. 
It is also flexible and timely and 
you can get advertisements in the 
paper rapidly. Newspapers also 
have high readership — 83 percent 
of persons 12 and over read a news- 
paper on an average day." 

A TY problem and solution in 
the presentation to automen: 

Q. I catft get prime time on tele- 
yfefen. What sh&uld I do? 
A. Consistent advertisers get the 
best position in any medium. Some- 
times it's necessary to earn position 
by being a consistent advertiser 
oyer a teng period of time. How- 
ever, with the intense competition 
for prirne television time aniong all 



TV customers, Clon'1; tell 
preSefTtatiQh to dealers 
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ADVERTISERS 

manufacturers or retailers you may 
never get prime time. 

"If you can't buy minutes or 20 
seconds spots, try buying station 
id's. If you can't get them, use 
Class B time and try to slant your 
message to get ma.ximum effective- 
ness from the audience you do 
reach. Many dealers have done an 
outstanding job, even participating 
in the late, late show." 

These are averages for 1962 me- 
dia allocations of dealers' advertis- 
ing dollars: 

Classified newspaper 34'"c 

Display newspaper 21% 

Radio 15% 

Direct mail 15% 

Other 15% 

The dollars were spent on behalf 
of: 

Used car 39% 

New car 38% 



Service 12% 

Dealership 11% 

The ratio of auto advertising to 
sales dollars is going up, according 
to the survey: 

'The industry average for auto- 
motive advertising is about 75/100 
of one percent of total sales — $35 
per new unit retail. This has been 
increasing slightly over the years 
— 20 years ago it was about % to 
6/10 of one percent. Remember 
that this is an average — many deal- 
ers spend less than this but those 
doing a good job spend more. 
Don't forget to consider volume. A 
Chevrolet dealer who spends only 
$22 per unit will have a total bud- 
get far in excess of a Chrysler deal- 
er who spends $50 per unit." 

Auto dealers can get the text 
from NADA headquarters, 2000 K 
St., y.W., Washington 6. D. C. ■ 




Spring drive-time 

General Motors' Oldsmobile (see 
separate story on another GM 
make) will premiere a new model, 
the Vista-Cruiser station wagon, 
next month on the Garry Moore 
Show. Two-minute eommereials 
will introduce the model on the 
CBS-TV program regularly eo- 
spoiiKorcd by Olds' and radio shows 
in the car's regular line-up, Lowell 
Thomas on CBS (Olds' has been 
on Moore and Thomas three years) 
and David Brinkley's Pcrspccti\'e 
on tiie News on NBC (new this 
year). 

Sliown lierc in production is a 
crew sent by Oldsmobile's Detroit 
agency, D. P. Brother, to Lake Ar- 
rowliead, Calif., where Jerry Fair- 
Ijaiiks' camera team filmed the 
Vista Cruiser in color. Advertising 
for tiie Vista Cruiser breaks in 



other media after the network in- 
troduction March 17. 

J. F. Wolfram, Oldsmobile gen- 
eral manager and a vice president 
of General Motors, said the new 
wagon's design is the most dramatic 
change since the station wagon 
form was developed many years 
ago. It is designed for increased 
visibility, iieadroom, passenger and 
cargo capacity. 

As two of General Motors' big- 
gest-spending makes, Chevrolet and 
Olds', continue as significant fac- 
tors in TV, General Motors began 
a radio spot campaign last week in 
an institutional promotion of test- 
ing methods on new automboiics. 
The multimillion-dollar drive is in 
newspapers and magazines as well 
as radio, through Campbcil-Ewald. 



Radio -TV plans 
for '64 pirates 

The Atlantic Refining Company, in 
its 28th successive season of broadr 
cast sponsorship of Pittsburgh 
Pirates baseball, will be joined by- 
three other sponsors this year for 
Pirates' games on TV and radio. 

Paul Snyder, W^estern Regional 
Manager for Atlantic, which holds 
the broadcast rights, announced 
that sponsors of 1964 Pirate games 
on radio and television will be Pitts- 
burgh Brewing Company, a co- 
sponsor since 1957; Bayuk Cigars^^ 
Inc., a former sponsor returning this 
year; Hills Bros. Coffee, Inc., whicli 
joins the sponsor lineup for the first 
time, and Atlantic, Vv'hich first spon- 
sored the Pirates' games in 1937. 

KDKA and KDKA-TV again will 
be the originating stations for a 26^ 
station radio network in Western 
Pennsylvania, West Virginia and 
Maryland and a five-station TV net- 
work. 

N. W. Ayer & Son, Inc., is the ad- 
vertising agency for both The At- 
lantic Refining Company and Hills 
Bros. Coffee, Inc. 

Marplan L. A. expansion 

Armond Fields, vice president of 
Marplan, research affiliate of Inter- 
public, has been named research di- 
rector for Marplan Western Divi- 
sion with headquarters in Los 
Angeles. Russell Schneider, presi- 
dent of Marplan, said he would 
expand services, especially in the 
areas of perception research, TV 
testing, and copy testing. Fields 
has been director of research for 
Marplan's Chicago office the past 
four N'ears. 

Coe heads 'Fame' panel 

The 1964 Hall of Fame and Award 
committee of the Broadcast Pio- 
neers has been announced hf 
Ernest Lee Jahncke, Jr., President 
of the Broadcast Pioneers, and 
Vice President, Standards and Prac- 
tices, National Broadcasting Com- 
pany. 

Robert Coe, Vice President, 
ABC-TV Network, is Committee, 
Chairman; Carl E. Lee, Executive 
Vice President and General Man- 
ager of television station WKZQ, 
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KsillBiiazo-a, Midi..; sp"^ T'^Hl] Mf.W- 
WaaikSstteS: cansuitant, mm- 
pxisfi tlie GttMiHSlee-., J^lessrs. Goe, 
X^fi am^' Mi^Wpfif are^ iwrarkcrs, of 
■Mae- .BOiCtj »l Qfcec^OTs of tliK 
Bfi^jlfeifst- JSttaeers.. 

fmnri- paparst© c I rents 

Mfert&«j?» fea-fi Iffl^lc for incfeas- 
iilgly T¥'#rienied piteEes faaiTi piint 
SSlB'S-iHtfij it WWs'fap'frs Ineeid cub- 
fgijt ai^ab©; ixom mithm -and lYlth- 
iOH-t fhek wmu camp* 

-De^'glop a'*^coitipIei»entai:y media 
pM©s®p&y," eouBseled Ne\¥map F. 
ilcEVoy, sattiQi! vipe president and 
inedia diVSA^tf si CanninglTam & 
WaWi, New York^ last week when 
he addcessed the Ameikan Assn. 
of Nevyspaper Repxesentatives. 

Chades T. LipsconBb, Jr., piesi- 
deat of the Anaerican Netvspaper 
*ssn.*s Inreili of Advertising, hit 
a hatmonfB note in temai-ks pre- 
pared for a joint meeting of the 
LoniMam Daily Neivvspaper Assn, 
and Eep^si-GoJa bottlers In Kew 
Ciyleli;.m 

TCliea^eneyniftH, speaking in Nevv 
Yorfc reBoramended that "the op- 
tfmam benefit for national advertis-' 
iJlg^ ill aejs'i'spapera w^utd be 9 tan- 
diiD. Me. 0i fleWtptpers and televi- 

Ke^ in mind that a tetetision 
pColMlB: "^ftieli mMM 'Well OT the 
rRfttnil average \!^ill have some 
dities which are well under average> 
It would ;pay y ou. to lo ok at b ath the 
lacalBielsen^ra-ttttif and fh'e Aw«f- 
IcM Hesgajdi Bureio ratings fat 
ytup maf kets to determine those 
shows whleh bouH benefit from 
substantial newspaper sehedules," 
McEvo^, whiOseagenqy puts a Ifttfe 

I o¥ir h^lf its clients' money itrto 
ll'igadfast media, suggested the 
same apiaroaeh for national "com- 
pleraentax}**'' comp-etttou, 

LipSiScamb told, bttttletj, '^Televi- 
ijiia €l0jfte ■Etfn't rWa#h tl*et&tal mar- 
kgfplaie efieiently awd evenly. 
Even top-rated shows and ooinbina- 

[ tioms of stows miss large .segments 
of yoOT cnstflwiers." '^iextlrig Is un- 
iff^ti, attd -teferMstng TV sehedules 
..daein t help^'beiaMsp ■"additional TT 
advertising messages do not broad- 
en the audtenoe but likely 
W ii^ea'se the UttbaMnmd cover- 

'»'4«:f?iM;g segpi^ents die apdiencef 




Mqiton's at the mm'm: Currfuiion "rains" when mqvie luncher drops Morton's box 

Consumer researcli brings salt 
liCiGli to TV after seven years 



RESEABCH Opened the way for 
Morton Salts retm-n to tele- 
vision last week. 

Acting upon resvilts of a beha\'i- 
«ral study of tile salt buyer, Mor- 
ton's agen;e|% .?iaeedham, Louis & 
Mxmhf, Chicago prrtduced a set of 
Me-oriented commercials with a 
whimsical twist and bouglat a nine- 
menth schednle of daytime fare ©n 
twa networks. 

Thre siponsor, famous for its '*neyer 
rains but it pours" copy line and il- 
lustration, will continue to use out- 
door boards alsng with its TV ad- 
vertising. Salesmen and retailers 
getting the gist of tlie entire cam- 
paign On a special platter, "Sounds 
to Sell Morton By." 

Shows in the daytime line-up: on 
ABC-TV, Obfect Is,, Scmn Kmjs, 
FmtJrer .Knows Best, Tennessee 
Evnie fotd,. General Hospital, 
Queen for a Putj,^ md Ttaihnaster; 
an NBC-TV, li^Mm^g L$nh, Ymp 
PirM Impre.ssiong^ and ILm&ttn 
Yoimg. 

**Alniartt itf ice of life" is the way 
NUcB desjcribes the style of Mot- 
ion's new set of four commercials. 
Each takes an eTeryday situation 
and gives it a twist of free-wheeling 
issy.. 

In the MiT^ie Theatre minute 



(see frame) a comical little man, 
lonely for people, takes his dinner 
to the movies in OJ'der to find com- 
pany. Salting his celery, he drops 
the package, and the Morton's cyl-- 
inder rolls down tne aisle, creating 
chaos. 

In "Park Bench," a wanderer 
finds a shopping bag in the park 
and finds a lot of ititeresting con- 
tents^ inckiding the sponsor's prod- 
uct. 

"Bus Stop" takes the viewer on 
an excursion through a moment in 
life on a City bus.. A rider enters, 
takes out an apple and begins 
crunching into his neighbor's ear. 
His riding companion offers him 
Morton Salt, and the apple eater 
likes the "flavor spark" so well, he 
empties most of the salt into his 
lunch bag. 

"Crandma" introduces a lively 
old type who likes rock-and-roll 
music and hard-boiled eggs. The 
"almDst slice of life" twist is that 
insteading of peeling and salting, 
she blows the hard-boiled egg from 
its shell, 

Morton's television and outdoor 
schedules will be bolstered with 
several point-of*purehase promo- 
tions this year, the first promoting 
the product with apples. ■ 




Bates House in Frankfurt, neic six-story 
building for $2 million shop, is opened 
as Robert I'. Eaton {center 1), managing 
director of Ted Bates W erbegesellschoft. 
accepts key from architect Richard Kaiser. 
Looking on ( I to I ) : J . Ross MacLennan. 



AGENCIES 



senior vice president in charge of interna- 
tional operations, Bates-Neu York: Fritz 
K. Wolff, creative director of German of- 
fice; Hons Grimm, German administrutii e 
head, and Hans Toussaint, acc't supervisor 
in Rates' downtown Frankfurt office. 



U. S. top-tenners acquiring new accounts, expanding 
as Bates, Burnett, Interpublic, PKL announce moves 



Advertising growth in the interna- 
tional market is underlined this 
montli by agency activity abroad. 
Within days of each other two cig- 
arette accounts inspired agency 
organizational moves, and two of 
the U. S. top ten agencies an- 
nounced personnel and facility 
changes. 

As U. S. cigarettes, beleagured on 
the air and in other media, look to 
health-scare precedents abroad, 
there is this new advertising. 

Addition of part of the John 
Player & Sons British account en- 
abled Papert, Koenig, Lois, New 
York, to open a subsidiary, Papert, 
Koenig, Lois, Ltd., in London. 
Prior accounts are Granada Televi- 
sion, Ltd., and Simplicity Patterns, 
Ltd., both of them also handled hi 
the U. S. by PKL. Nigel Seely is 
managing director of the new sub- 
sidiary, opening at No. 4 Carlton 
Gardens, S. W. 1, on March L Bill- 



ings are reckoned in dollars a roimd 
two-and-a-half million, at least half 
in cigarettes. 

Gallaher International, subsidi- 
ary of Gallaher Ltd. of London, ap- 
poinnted the New York office of an 
international agency, Pritchard, 
Wood, itself a British born part of 
the American complex, Interpublic 
Group of Cos. In announcing the 
appointment, the tobacco-cigarette 
manufacturer said that the "concept 
of international marketing coniun- 
uieations makes sense." No intro- 
duction of Gallaher brands is con- 
templated in the American market 
at this time by the subsidiary that 
covers Gallaher group activities 
outside the United Kingdom and 
Lire. 

At Leo Burnett's London affiliate, 
last week there was a changing of 
the guard in an agency the Chicago 
shop acquired in April 1962. 
Philip H. Schaff, chairman of the 



Burnett executive committee, ap- 
pointed Gordon G. Rothrock as 
managing director of Burnett, 
Nicholson & Partners, Ltd. in Lon- 
don. Previously vice president ill 
charge of client service at the 
parent company in Chicago, Roth- 
rock succeeds F. A. Nicholson, who 
leaves the company. Schaff saluted 
Rotbrock's contributions during the 
transition phase of ownership. 

A few days earlier Ted Bates 
opened its fifth foreign agency in 
Italy and simultaneously enlarged 
West German headquarters to ac- 
commodate "phenomenal growth." 

The new Italian organization is 
under direction of Marco CicerOi 
who was advertising-sales promo- 
tion of Alitalia Airlines' North 
American Division, and Roberto 
Stampa, who comes from his own 
New York agency (Alitalia was a 
client). They are joint managing 
directors, respectively general of- 
fice manager and creative director, 
Bates' first Italian account is Mobil 
Oil Italiana, being served from 
agency offices at Palaazzo Belgio- 
joso, opening formally the middle 
of next month. 

In Germany Bates has opened 
Bates House (see picture) at Lind- 
enstrasse 15 in Frankfurt, the 
country's commercial center. 
Forined 16 months ago with one 
account, Ted Bates Werbegesell- 
schaft billed $2 million its first year 
and now has 10 clients: American 
Express, Alfred Clouth Lackfabrik 
(waxes and polishes), British Ameri- 
can Tobacco (new brands), EFKA 
Werke (Cricket Butane lighters), 
japan Air Lines, Johann Jacobs 
(Mocca Press instant coffee), So- 
cietc Nouvelle des Laboratoires du 
Lanord (Milical), Mars candies, 
Mobil Oil, and Pakistan Interna- 
tional Airlines. Billings are ex- 
pected to double this year. Roliert 
P. Eaton is managing director, 
Fritz K. Wolff, creative director. 

Bates began acquiring "leading 
firms with similar copy philosoiihy" 
in 1959-61 in Great Britain, Canada, 
and France. Billings now are esti- 
mated respectively at $20.5 million, 
$S million, and $4 million, The 
parent company figured total bill- 
ings last year at $181.6 million, an 
increase of 9.3%, to estimated fifth 
place in the world. J. Ross MacLen- 
nan is senior vice president in 
charge of international operations. 
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MJA vp- group 

Ailfett "l-i WllsOT lias jtxiiigfdl XIac-- 

as. vke president tmcl gffju'p Ireftd erf 
■tiw drug prod- 




oliitlrng ffmm 
LaboraWries 

JPltldWtefr'- 'Fox 
tlw. pasl se^en 
ymtrs.. WHlgan 
lias been assQ- 
eteted \yidi Er- 



Ikttlimtiff & lyafli in ^artos ere- 
%ftve aefiount snpervfsarf capa- 
tlftes BU M innesota inftjg .& Ifelan- 
tilactiirintg. He also, bas been sd^ej' 
•vbmx of ■kiaiA&&m. 'G'f EfttBftM'i &vf- 
giMl pTaditCts siiouni; and, cwative 
s$i|16t¥i?C>* fet Jjgderlg Ijabpratories. 

^ f? ambler, farm jobs 

feflTMs D, Killifl^j vi(?e presMeiir of 
Oeyftr, Marey, BallaFd^ Djeta-oif, lia« 




Kiffi 



SieCuiness 



been appuluted creative supervisor 
(jf eopy, Ptt, and proditotion for 
the IMwbler acoauiit group. Jobn 
P. Henry, Jr., senior vice president, 
said tbis is a new post, ex:panding 
service to. Amei'icaii Nfottjrs anto- 
mptive Division. Kiljins had been 
associatte epgativt direttor of GMB 
in Detroit since 1962. 

Geyer, Mjorey, Ballard's agricul- 
tvmil Division has nawied a new 
managei, Donald E. McGuiness, 
VlM joined the agency last fall. The 
tiBW inanager, fornjer farm bead 
and sales training speeialist with 
Associated Sales, Detroit, continues 
in GMB's Racine, Wis., office;, ac- 
cording to Paul W. Limerick, vice 
president and dirCctior of the agri- 
ctiltural division. 



Lynn Baker namres vp's 

Hichard G. Ferrclli, copy chief, and 
CJmrles T. Maloncy, accoruit execu- 
tive, of Lynn Baker, New York, 
have been pomoted to vice presi- 
dents, respectively as creative di- 
rector and account supervisor. John 
T. JIender.sDn, Jr., execxitive vice 
president, called the appxyintmcnts 
major executive staff moves, 

FCrrelli was f(jrrncrly copy group 
chief at Baker and earlier was in 
copy jobs at D'Arcy and BBDO. 
Maloney, former vice president xif 
Dairy Advertising, in hi-s new ca- 
pacity will snper-vise the Borden's 
Special Products Division (Mar- 
eelle cosmetics) and Quaker Oats 
( Flako mixes) accounts. 




Malqney 



Ferrein 





— A T¥ ei)MMERCiAL "TEAR SHEET" 



AT LAiT! 

'"Wd'm fa^Ifwc^ the plan of their teWi- 

s!on eam^afgns hr a v.wy fiaj^ple-^'vay for the fifet time 
tn their adviertising Itves.* Ua said Lincioln Seheurle^; 
prtslikrtt ftf The Fto-Makecsj -Ghieagfl! TV and^ 'film 
ptidailien sfadtos- Imt fp««k of the photo-montage 



Designed to serve as a form of "tear sheet" for TV ad- 
men, the montage panels show key scenes from TV 
jeommercials in a left-to-right sequence, and utilize the 
*'film strip'^ appearance of release prints in order to 
give a feeling of "moving quality." Commercial above 
was; for Kellogg^ 





GL/lOmTORS 

& CH/IRIOT 
RACING 




aren't on the WGI\I-TV Winter 
Schedule of Sports Spectaculars' 
But, all the sporting events 
of interest to audiences 
and advertisers are. 

WGI\I-TV is Chicago's 
sports station 





BASKETBALL-5/5' Ten Basketball from Minneapolis- 
January 4, Iowa City— January 1 1 , Minneapolis— January 
18, East Lansing — January 25, Champaign — February 1, 
Madison — February 8, Columbus— February 1 5, Evanston 
— February 22, Ann Arbor— February 29, Bloomington — 
March 7, NCAA Championship from Kansas City— March 
21, NCAA All-Star Game from Lexington - March 28. 
HOCKE\ —Chicago Black Hawks from Toronto- 
January 4, Detroit— January 25, 
Toronto— February 8, Toronto- 
February 29, New York— March 4, 



WGN 
IS 

CHICAGO 

the most respected call letters in broadcasting 



Montreal- March 14, Boston — March 22, Stanley Cup 
Playoffs — March 24. GOLF— Palm Springs Classic- 
February 2, Phoenix Open — February 9, Greater New 
Orleans Tournament— February 29, New Orleans Tour- 
nament—March 1. TENNIS— National Indoor Champi- 
onship from Salisbury, Maryland — February 23. SKIING 
— NCAA Championship from Hanover, New Hampshire 
-March 8. SWIMMING-lllinois High School Cham- 
pionship from Evanston — February 
29, NCAA Championship from Nevv 
Haven, Connecticut — March 29. 
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JRofeart McCh"edy, mamagitiig tHrectOr , 
■jMsmsMS: rep/feayer relmiomhip %vi£h 
-other' Tvd^ 'e.ti^i iieft-right) Uoh^eri M. 
Balpmm, mmkjmM-.g: and resmfgh; 
LurHpjU' Th0m4>!$o^>, ejtee. v-.p,,? JJen Mari 
goWs, V.fi. 



Make the most of 

station rep relationships 



T^AB's Boisfirt IVI- Mc©rec|;y discusses the qgre 

gricl feeding of statiofi reisresehtati^es in part eight of 

m .series ^'ag:&Hc-y nnU mp firm e»e.eutives 



AWESK h a tw0-sfd«iJ> impbm-ent. 
In ont bminess,, the timebuyer 
s^^Oj;fei fxa <3lie side, the statioH repre- 
,ssiitati«ie ftom the other. Its pol- 
ishvd top shoiild serve as a eliamiel 
far tliE free flow oJF coMMiranica:- 
tiooss in botii, direetions. Buye;r and 
seller EfcnaitJite a. team, and the 
linhaMtante of either side of the 
naaila desk can't he totally effec- 
tive in their fttnctions without the 
active! complicity of each oth^r, 

li% Other w«fds, timebwyer's who- 
wSiM to do th^ hest poisihle fob 
fef lh:flr clients m:rat yfew them- 
selves! as one-half of a media team, 
and cultivate the various 'Vep" 
salesmen who caTl ulSH thero as 
^#lwd memb^ps of ■a/woykfng papt- 
nership. 

MAih his be^n %wittisfl on the 
law and ntirtee of the timtbuyer. 



But the salesman, as the bearer of 
much responsibility in the success 
of any media campaign, can be 
encouraged and niotiyated to be- 
come positively involved even be- 
yond his normal contribution by 
tlie application of a few simple 
jjoints. Following are a nnmbei' of 
snggestions for the care and culti- 
vation of the station representa- 
tive: 

1 Keiep yam eye m the real 
.gout The tdtimate objective of all 
media activity is to move products. 
Sometimes buyers get so engrossed 
in tl^e actual mechanics of buying 
they tend to lose sight of the fact 
they are spending money to pro- 
mote sales at the retail leveh and 
begin to think largely in terms of 
media ob|eefives. When this oc- 
eurs, buyers tend to become Worp 



rigid in their approach and con- 
sider Only statistical data. They 
fail to take account of the rep's 
considered opinions based on close 
knowlexlge of a given market. 

2 Understatid and communicate. 
In order to approach maximum ef- 
fectiveness and service to the buy- 
er, the representative salesman 
must have a clear understanding of 
the advertisers goals. If appraised 
of the underlying motives, a good 
salesman very often can materially 
aid the media man in making more 
effective buys. However, in too 
many instances, the buyer himself 
is kept in the dark as to the mar- 
keting approach behind the spot 
schedule. In fact, sometimes he is 
even unaware of the copy theme 
to be used. 

Our observation is that the de- 
gree of a buyer's knawledgeability 
of the marketing factors behind a 
campaign is often a function of his 
agency's structure. Some agencies 
have a lateral jstructura- In such a 

m 




Helluva salesman! Who, me? 

It's 

KELO-LAND 

that gives me 
that pull! 




There's no trick in selling one 
product brand over another when 
you have the attention of 284,800 
family circles, every tv home in 
the Sioux FaIls-98 County Mar- 
ket. How can KELO-LAND TV 
deliver such full-market coverage, 
when no other station (or combi- 
nation of stations) can come near 
it? KELO-LAND TV's three inter, 
connected transmitters, operating 
as one station, wing out your com- 
mercial instantaneously, simulta- 
neously, to all 284,800 tv homes. 
One film or slide does it. One rate 
card buys it. 

^ NORTH DAKOTA^ ^ 




CBS • ABC 

-tv • KPLO-tv 



OE FLOYD. President 
Executive Vice- Pres. & Gen 
rry Bentson, Vice Pres. 
isented nationally by H-R 

nneapelis by Wayne Evans 



General Offices: Sioux Falls, S.D. 



set up, most buyers handle all ac- 
counts. In this situation, it is diffi- 
cult for buyers to be kept informed 
on the advertising strategy behind 
the campaign. They tend to become 
insulated from other areas within 
the agency. 

On the otlier hand, some agen- 
cies have their buyers assigned on 
the vertical or account-group plan. 
Here, buyers work on a limited 
number of specific accounts, and, 
thus, have tlie opportunity to be- 
come thoroughly familiar with the 
objectives of each campaign. These 
buyers tend to have a much more 
far-reaching and in-depth compre- 
hension of their client's marketing 
approach. 

3 Promote the client's advertis- 
ing objectives. It is an unhaj)py 
fact of a buyer's life that good 
spots in top markets are quite 
scarce and getting scarcer. If a 
buyer does not know the rationale 
behind a campaign, he will be 
forced to buy on a rigid, formula- 
ized basis. On the other hand, if 
he is aware of the advertising goal, 
he will be able to be flexible and 
depart from the pre-plan, if need 
be, to take advantage of good avail- 
abilities as they fleetingly occur, if 
they fit into the overall pattern. 
When time is scarce, the team of 
enlightened buyer and salesman 
can sit down together and build an 
effective schedule. 

4 Remember the perishabUitij 
of the product. A top-flight buyer 
must act fast because good spots 
go like hotcakes in today's media 
market. But the ability to "move 
fast" is a complex phenomenon: 
the buyer must be "flexible" as 
described in a preceding para- 
graph; he must have the training 
and experience to recognize a good 
buy which might not be immedi- 
ately apparent; he must have the 
authority to move when something 
more opens up — without going 
through a time-consuming chain of 
command. 

5 Trust the rep salesman. Far 
too many buyers are suspicious 
of what the salesmen tell them. 
They waste precious time — check- 
ing ratings and other information 
submitted with the availabilities. 
These lose time, and sometimes 
advantageous buys. Tlie clear fact 
is that a salesman cannot afford to 
be Cy-j'-cless or to misrepresent. His 




ROBERT M. McGREDY 

In 1961 he joined TvAR as execiithe ' ^* 
vice president ajter serving jor 2^/2 rem 
(ts natiotial s(de.'i manager of W esting- 
house Broadcasting Company (now Gr 
W). He began his career in broadcast' 
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reputation, his company's image, 
his station's credibility are all "on 
the line" every time he submits 
requested information. Even if he 
were personally inclined to bend 
the truth, his very survival in this 
"personal service" business depends 
on his reputation for reliability. 
Yes, trust the rep salesman! He is 
entitled to yovu" faith and you'll 
save important time. 

6 Establish a give-and-take 
relationship. The salesman and his 
buying counterpart on the other 
side of the desk constitute a team. 
However, don't let this comrade- 
ship relax the very important spirit 
of competitiveness that exists in 
most productive relationships. It is 
within the buyer's province to prod 
the salesman with searching ques- 
tions that test his mettle . . . with 
provocative explorations into the 
salesman's sophisticated knowledge 
of his markets and stations. Be- 
come the "devil's advocate" in a 
search for that expert opinion and 
privileged communication which 
can make an effective, market-ori- 
ented campaign out of an other- 
wise ordinary buy. 

7 Become a student. Hopefully, 
wc learn something new everyda\'. 
It's a bromide, but of vital neces- 
sity in our fast-breaking business. 
The salesman is constantly on the 
go, visiting his stations' markets, 
updating his reservoir of knowl- 
edge about each station's position 
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stttes mnmgm f^m WTOP. Wash' 
%, ami tiMMf pPiW,- PaMrmh, Is 
|f@ 'fvas- iissist%0 (MifeaM!' of M^dM.. 

■iBtmm mBikm&f.ek' •tmsacimiA mivh 
/ff., immg! |f*€JP-y;F,,#Bsi m sales 
agW, 'latBr m i4c« firas^M. stft charge 

'Sitlfi i^esiSefii ffs ca;in|>etitiaa, 
4Mh statiftrf'i |xo$tiiTe witkin the 
lioual eoiBQajiiTOly ''Sttcl the ehan-ges 
\«ithm ilm- market itself. Dynamiu 
gKjwth of roduiStTf, populations 
i;hii.ts, apprefiiMion of iixdividjaal 
.liUarMft llpE-fawfly speiid-abk i%i> 
eotJlg ai¥ jMst a f e^' of the arteries 
,of change on which the salBsrotm 
-must.ga^u.ge the pulse. The knowing 
tiilieteuyer jKafel; the Mttst, of this 
sjse:GiigJi?e4 '^svawness •and, be- 
j iuoimttg the student himself, 
' sqiLteezes esrery drop of murrent in- 
furfflatian from the informed siUes- 
ijiins Tie' ^iflesrnaW ftudies. The 
I'iftebrtj'gr studies,. Enlightened nm- 
dia earaipitigns miturally ffdlovy. 

8 #wr% «-»^wpw(s.. Much as 
tlae: buyer stands to learn from his 
fnqufsiSan v£ tie talesman, he can 
learn first hand... Trip 

t«) the stations, ppwbes into markets 
where the adirerffsers* dallars must, 
in the long tian^, do their worlc are 
I WitSJiliwIsile e4«utsians for the serl- 
sus bjif'^c, Ao ufldierstinfiing" wf 
what makes the grea;t stations stand 
SKit reqiiires mttre than numbers, 
ft requires a knswledge of that 
ItttiOh.* Its prft^ams, its peoixle, 
$», sylwn the tttftioft m;fnj^ger or 
sales mamger beetons, "'Come mt 
down . . take him serfeu'sly 
*liewe¥Br jau "ifflOi 

jdmfwhjk Tl.g ^'^lyer \vli# ijjifes tjffe 
effort to relate nil the ii^fjtls of a; 
ctmpaJign ta tlte-mlesman is bonnd 



t(4 t*iye3ye a irtone purpasef irl pre- 
serttatiiin, a more precise pitch, in 
return- There are giiidelinos to 
every prospeetive campaign whicli, 
when pre-tokl tn the rep,, will 
sharpen the edge of the ultimate 
buy. Dont in effect, ask yom- sales- 
man to sell you generalities. Set 
itp tlje pins so he can knock them 
down provided his station can hit 
the strike M)ne. Make the rep's re- 
search efforts more meaningful and 
yi:utll make your client s dollars 
sell harder in tke marketplace, 

Kfost of us can recall when, be- 
cause of a buyers studied vague- 
ness, we rushed back to do two 
hoiurs of intensive vvoik in fsrepar- 
ing an elaborate availability pre- 
sentalion, enly to be told that the 
budget is ffiir two spots, Qur job 
is to work out tke best possible 
schedule for the agency, and not to 
hold hack. It's self-defeating to 
"'play games" with the salesman, 

10 O tg ii n fe (? tj oit f a p p. r oa c h . 
Some buyers, faced with a 60-mar- 
ket campaigiij^^ will call for avail- 
abilities in all markets at the oiitset. 
It is probakly a much more reward- 
ing plan to request avails by groups 
of markets, exteuding ovei' the 
coucse of several days or a week. 
This will enable tire buyer to spend 
sufficient time with each sales man 
to dlscuSs in some detail the intri- 
cacies of each market and station. 
In this way a buyer has the oppor- 
tanity to gain those subtle insights 
whicli enable him to make a great 
buy as opposed to merely a good 
one.. 

11 Fty bij the seat of tjmir pants. 
There are times when '*instrnme.nt 
flying," that is, heavy reliance on 
statistics, is certainly indicated and 
even essential. But many buyers, hj 
long elperienee, instinct, and even 
intuition, can "smell" out a good 
buy or good station tkat is not ap- 
parent on the surface. It is this abil- 
ity to sense a good opportunity that 
separates "pro" buyers from aver- 
age ones. So, don't shy away from 
#d.t«fed hunclres. 

Me hold. The safe buy is not 
always the best buy: Don't be 
afraid to make a boM buy when 
yon know it's riglit, even if you 
can't cQnrpletely justify it by the 
numbefs. Make your decision and 
sell i* upstairs, even if you have to 
fight uphill all tke way. You'll be 
rfispacted for iti ■ 



IRTS names speakers 
for Spring Seminars 

The lineup of leading advertiser 
and broadcast industry executives 
who will instruct the Spring Time 
Buying and Selling Seminar, spon- 
sored bi-annually by International 
Badio and Television Sticiety, was 
announced t<:)day by TB&SS chair- 
man Al B. Petgen, director of client 
relations, American Research Bu- 
reau. 

The speakers will be: 

Session One: Julius Barnathan, 
vice president and general man- 
ager, ABC Television Network. 
Subfectj Broadcasting, key to the 
marketing era,. 

Session Two: Speaker to be an- 
noimeed. Subject: The advertiser's 
ptoblem. 

Session Three: TB&eSS Chairman 
Al B. Petgen. Subject: Broadcast 
research fundamentals. 

Session Four: Hal Miller, vice 
president and media director. Grey 
Advertising. Subject: Besearch in 
planning and buying. 

Session Five: Don Leonard, di- 
rector of media, Kudner Agency. 
Subject?; The media plan, 

Session Six: Mike Donovan, vice 
president and media manager, 
BBDO. Subject: Professionalism in 
timebuying. 

Session Seven: Speaker to be an- 
nounced. Subject.. Network basics. 

Session Eight: Maurie Webster, 
vice president and general man- 
ager, CBS Badio Spot Sales; Cris 
Bashbaum, vice president and di- 
rector of research and promotion, 
Harrington, Righter & Parsons, Inc. 
Subject: The rep's job., 

Session Nine: Speaker to be an- 
nounced. Stibject: Focus on the 
future. 

Approaching limit 

Petgen also rei^orted that Sem- 
inar registration is rapidly ap- 
proaebing its limit of lOQ students 
and urged interested parties to en- 
roll immediately to insure accept- 
ance. The inaugural session of tlie 
expanded nine-week series is sched- 
ided for Tuesday, March IQ. 

All nine Seminar sessions will be 
held on successive Tuesday eve- 
nings, 5:30 to S p,m., at CBS Radio 
Studios, 49 East Sind St. Contact: 
Claude Barrere, PL 8-2450. 

Registration fee is $1S.0O» 
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CBS invites buyers 
to Dial -A- Station 

The ideal way for a timebuyer to 
learn about a radio station is to hear 
it. CBS Radio Spot sales has made 
it possible through a Dial-A-Station 
telephone system. The system has 
been operating for W^CAU in Phila- 
delphia and KNX in Los Angeles 
for two months; KCBS, San Fran- 
cisco will be included shortly. 
Four other CBS stations are inter- 
ested. 

The idea is not entirely new. 
Other stations have done it for a 
short period of time or on special 
request. However, CBS is permit- 
ting buyers to listen to all stations 
in the market, not just their own. 
Any buyer can dial the station col- 
lect and listen to one or more sta- 
tions for three minutes, or longer 
if he wishes. The CBS station foots 
the bill. Often calls are as long as 
one-half hour, request tune-ins on 
five or six stations. 

Some of the buyers who have 



GIL MILLER: 

make it easy 

"Pitch the market and the station in 
the interim between buys — a time- 
buyer doesn't have time for a full 
presentation when the buy is in full 
swing," advises savvy Gil Miller of 
H-R Representatives, New York. 
He goes on, "When the buy is 
being made, I can bring the buyer 
up to date on any changes that may 
have occurred since my presenta- 
tion. Also, I always have several 
plans worked out for the buyer to 
choose from — after all, the idea is 
to make it Just as easy as possible 
for the buyer." Gil joined the H-R 
sales staff in 1961; was with Ver- 
nard, Rintoul & McConncU, where 
he sold both radio and television 
time, and WMEX, Roston, before 
that. He began his sales career 
with Frosted Food Field magazine, 
later went with Quick Frozen 
Foods as a sales manager before 
going into broadcast sales. He 
majored in advertising and business 



used the system: Bob Jeremiah and 
Tom Whitman, Cumiingham & 
Walsh; Dave Evanson, Ogilvv; 
Yoland Torro, Richard K. Manoff; 
David Meister, Benton & Bowles; 
Penny Schmidt, Geer, Dubois & 
Co.; Harold Veltman, Lou West, 
and Mario Kircher, J. Walter 
Thompson. 

Yoland Toro, Manoff 's only time- 
buyer, is one of the enthusiasts of 
the system. "Pulse will give you 
just so much information, but not 
enough. A station can send you an 
et (electric tape) of its program, but 
even that is not enough because 
they can record exactly what they 
want you to hear," she says. 

"Every station says they are not 
rock 'n' roll, but good music, popu- 
lar music or something. I don't 
understand because to reach teen- 
agers you need rock. In any case, 
by listening in to the program you 
want it's easy to find out." 

Thus far no literature has gone 
out. The system has only been 
])ublicized by the salesmen, but 




administration at the College of the 
City of New York, admits with 
characteristic modesty to a bowling 
score of 178, says he also enjoys 
horseback riding, but seldom has 
time for it. Gil and his wife, Mari- 
lyn, and daughters Ronna Lee and 
Bcvetly Ann, make their home in 
North Rclhnore, Long Island. 



about 15Q tiuijebuyers and ad agen- 
cy executives haVe taken advantage 
of it, aocording to Maurie Webster, 
vice president and general manager 
of CBS Radio Spot Sales. 

"You've got to have a lot of guts 
to do it," says AVebster. "We have 
to be sure of Our stations. If ci 
buyer listens in and hears poor pro- 
gramming, triple spotting, or some- 
thing he do:esn't like we can lose the 
buy just as easily as gain it." 

"The system provides some jus- 
tificatioU for buying, 00 something: 
other than ratings," Webster points 
out. 

C a m p be M p r o motes new 
frozen dinners on t^^ 

New frozen dinners with a "home 
style touch" — a compleinentary 
food in a separate fourth compart- 
ment of the tray^ — -are being intro- 
duced on TV hy Campbell Soup 
Company, makers of the Swanson 
line of frozen prepared foods. 

The additional compartment is 
being used for threje Swanson din- 
ners. 

Daytime network TV \vill be 
used on NBC, ABC, and CBS, and 
spot TV will be used in a number 
of major markets. 

Care uses blanket tv 
spots in five states 

A current advertising-piiomotion 
campaign for Care, neAV lanndry 
bleach, features blanket TV Qorer- 
age in a five-state area in the East. 

Care, the only non-chlorine liq- 
uid bleach in the market, was de- 
veloped by Texize Chemicals, Inc. 
Greenville, South Carolina> 

Commercials in the New York- 
New Jersev nietropalitan area are 
on WNBG-TV, WCBS-TV, and 
\\^ABC-TV. There are 20 one^min- 
ute spots per week. Stations in Con- 
necticut and Massachusetts are 
WHNB-TV, WNHC-TV, AVTlG- 
TV, WWLP-TV, and ^VBLP-TV, 
There will be 32 one-minute spots 
each week. In Philadelphia-Dela- 
ware Valley area 28 one-minute 
spots will be seen each week on 
W C A U- T V, W F I L -T V , a n d 
WRGV-TV. 

Venet Advertising Agency, 
Urlion, New Jersey is directing the 
campaign. 
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NEXT TO HUNTLEY BEINKLE Y. . . 




When you hear someone 
on television say, "Well, 
Gabe— ," it could be Mayor Wagner at City Hall; 
a fire captain at the scene of a tenement blaze; or 
a man-in-the-street reacting to a new parking 
regulation. They all know WNBC-TV's Gabe 
Pressman as one of the most ubiquitous, hard- 
working newsmen around the New York scene. 

Equally well-respected is his partner on the 
early evening Report, Bill Ryan, who — during 
New York's four-month newspaper strike — won 
hordes of new admirers through his work as 



anchorman of WN BC-TV's 



IN NEW YORK 

widely applauded, 90-min- 
ute "Newspaper Of The Air" each weekday. 

Backed up by the first-rate facilities of NBC 
News, Ryan and Pressman see to it that no impor- 
tant news story in New York, New Jersey or 
Connecticut ever goes unnoticed. Theirs is one 
of broadcasting's most challenging assignments. 
Yet, as two fathers accustomed to keeping up with 
the antics of a dozen offspring (combined total), 
Gabe and Bill consider keeping tabs on a mere 
three States a comparative breeze* 





THE PRESSMAN-EYAN REPORT ON WNBC-TV 
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IN PHILADELPHIA 



1^1 wee Leouari 
Itarned sttccinct 
tffWfllsaflfiig and araigfit shooting as a wartime 
mdla apEiaiarfcfmnen He has never test either 
kttacitej, sghleh g«s far to explain trhylie has loftg 
been Fhifedelphia's favorite newscaster* That, 
mid the alert professi©nalism of WRGV-TV's 
a^rardi-winn,iixg news staff. 

One 9! the staff's most shining half-hours is 
WM to E;fQ each wecknight. It includes VinjCie 
Leonard, with the latest and liveliest local but 
letins; a, lully detailed report by meteorologist 



WallyKinnan; and 
Jim Leaming on 
sports— all that Philadelphians need to know 
about the home front before assuming the global 
perspectives of Huntley/ Brinkley. 

Vince comes back each night for the news at 
eleven ; acts as host on the public affairs program 
"Pinpoint", 'narrates many of WRGV-TV's prize- 
winning documentaries. Vince, Wally and Jim are 
all pilots* and some weekends they fly together. 
It's the only time WROY-TV News doesn't 
have its feet planted solidly in Philadelphia. 







raCE LEONABD AND THE NEWS ON WECV-TV 
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IN WASHINGTON, D.C. 



If the Secretary 
of State's grocery 
list were news,\\'RC-TV's Riiss\\'ard could score 
a clean beat — because Mrs. \\'^ard and Mrs. Dean 
Rusk happen to shop at the same super-market. 
That's how it is in \\''ashinglon, where often the 
headline-makers are also the folks next door. 

Local ne\\'s-gathering can be pretty complicated 
beside the Potomac: the seating plan for a pri\ ate 
luncheon may be a bigger story than a head-of- 
go\ ernment's arri\ al, and woe betide the reporter 
who fails to tell \\^ishingtonians what they \vant 



to know about 
\\iiat their neigh- 
bors are tip to, or are not up tq. 

This is definitely not a failingof Russ Ward, or 
\\'RC-T\''s week-night "News 4 Washington," 
which de\otcs a full half-hour to careful capital 
coxerage. Rtiss brings ele\en years as an NBC 
\e\\'s ^Vashington specialist to his assignment as 
■"Xexvs 4" anchorman. He, as \vell as the rest of 
the WMxC-TV news staff, kno\\'s dog-bites-man 
can be a big story in \\^ashington, if the right 
dog's in\ olved. \\'hen it happens, they'\ e got it. 




EUSS WARD-NEWS 4 WASHINGTON ON WRC-TV 

M i SPQNSOR 



The ittost imjioi'iant mid Ib- J^I^ CJHICJ-A-GtC) ""^ ^ lifetime practi 



fijTtiiative hmif for Chicagoa,ns 
is iidieiccl ixi by Huntley/ Brinklcy, .ft)Uo\s'ed by 
■"■MBG M'eM'ss ■Oaicifo Repott'" u'Jth Cliarle.i 
i^fcCtHgU atiri Lea O'ConnoT. Wlneii they, plm 
il3ete(}riQlogi«5t Harry \blkniHn, finish their ^ceek- 
nightly mtii, Chicagd has got the ne^^'s lar fair, 
Awehornian MoCnen johicd NBC Nexvs, Chi- 
cago, after tif© decades of broadcasting: ia his 
nati^re Iowa and in Minneisota, ^\'h ere Twin City 
residents still remember his raeticatously re- 
IJIkIiM: reports, on their cli-ic problems, Si-nce 



tiorier of the har d - li i 1 1 i ng 
Chicago; srhool, his observations arc not fit lor 
ostriches. (They tlo, howcxcr, attract the largest 
audienrc of adult hxiniafts in their tinrc ]jeriod.) 

Respite nrarked dinerences in style, McCuen 
and O'C'onnor ha\'e nritch in tomnion. Both, ai c 
inidtfestern to the bone. Both stand o\'cr six ieet 
tail: saw overseas ser\ ice in World W^ar 11. Be- 
tween thein they have eight children ; a collection 
of broad casting's most meaningful awards— and 
Chicago's close attention when they speak. 




O'CONNOR-McCUEN NEWS O'N WNBQ 



As you might expect, 
global-minded South- 
ern California's most honored "local" TV re- 
porter makes the whole world his beat. Jack 
Latham covers "West Berlin as well as West Co- 
vina, and his keen foreign and domestic KNBC 
reports have ^von him two consecutive "Emmies." 

KNBC backs Latham and his "KNBC News- 
Los Angeles Report" (5:45-6:30 pm, in color) 
with the area's most experienced news staff: vet- 
eran KNBC correspondent Elmer Peterson; 
newsmen Bill Brown and Bob Wright; sports- 



IN LOS ANGELES 



caster Chick Hearn, 
and weatherman Gor- 
don Weir. They co\'er all the news in a fast-moving 
45 minutes, just before the "Huntley-Brinkley 
Report" each week night. 

Anchorman Latham also stands by nightly for 
the 1 1 pui "KNBC News— Los Angeles Report," 
1 5 minutes of the headlines and stories that high- 
light tomorrow's news. A golfer and waterskier, 
Jack Latham says reporting is his first love. That's 
obvious to the many Southern Californians who 
look to Latham for the news. 




JACK LATHAM NEWS ON KNBC 
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INALL 5 CITIES 



Tlie Mandaf-thfough-Friday evenf0g news 
prograrBS thil adjoiin *'Th€ Huritley-Brinkley 
tepoxt" QH the NBC Owned television stations 
re|)resent the nation's finest examples of local 
mfMm^i. Th-ey are produced under the -super- 
miOT of NBC News, which has earned broadcast- 
in;g*i largest share of awards f or local, national and 
in ternational reporting. 

■Oit "ih-B:ie five TV stadonSj; s-eawned journalists 
report the news to their immediate-and-sur* 
rounding communities with the same ze^al and 
sccuracy with which NBC News' Chetand David 
as^er the national and international scene, 

TtoK'iwhy~-wh«ther if s aneighborhooid bank 
rabbery or a 'CSe'neva •summ.it conference— a view- 
er'! beittet ..fipr e'v.eningnews (in New York,,. Chr-- 
ClfOt Philadelphia,) Washington or Los Angele-s) 
ii the 'ba^-to-backf.iewiid-winning" news cov-erage 
on ilk. 'NBC Owned. Station. 




wsHD-Tf mm wm. wrhw PHimDiiwii, 

mm pwnim iimroiys 
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WCAU-TV's Rosemary Haley (r) serves advertiser's tea to guests as part of a commercial on her daily "Ten Around Town" progri 




T¥ MED (A 



S|»onsors l>ack up 
live local show 

0^11;^ idaytfrner on Phitedelphia's WCAU-TV ranges far 
tw presaernt unusual events, meet interesting people 
with ■ hosts, farrriat attractifig major advertisers 



LOCAL, li\e television IiiIi ItM toauj 
innovators throughout thi years, 
attaining prominence first in the 
medium's early days and Iheix abat- 
ing as networks and syndicatois be- 
gaii ftffering rtjare far-reackjng fare 
tliiin most sbigje sta.tio,ns eould 
cteMe an' their cmm Along with 
them wentt the adFertisers' wka saw 
■in. :spj3t-bnymg a major way to reach 
tlie pubJie in specialized progiani- 
in^ at a ,g.&nei'ally inueh lo\i^ei cost- 
pfei-4hoasand than through pnr- 
ohase of time In a high-rated net- 

But nmf.r ■adyel'tisHS .at-e again, 
t\M"itiii.| iiQ 'teiil |5ragTa,aiaiag. by sta- 
tions 'whffh httvp matphed, 'th'eir 
gro'wth to the todustrv and main- 
teliied -a» e-ver--e'1'olving electTOntcs 
tpfeift>_ able t© ^minm. and, beana 
$1biws 'tee ffofti imnf}|# locatioirs. 

One ai the iTxore snocKssfali in 
that it has had a host of advertisers 
alnce its tneeptifln.. just four and a 
half ,fii;Qnlhl tfga,- is Ti>ii Ayouncl 
yk>:i««Vfi'half-hour Monday -through- 
Pridajr daytimer axx WCAU-T\'' 
■(ChaitueJ M.) Philadelphia., Beam- 
ed, fron-i 1 til 1:30 p.,nx, the prosgraej 
1$ OT-hsisted hf B|h Hart, \^'hQ liajs 
keen: «4th tlw "station sine© its in- 
mpti»n in IS^Sj and Rosemary 
Haley,^ -a. radw and TV -periorrner,,, 
K-tJttittietcM sfakeswWmaiij model: 
iKl:res-% %ytitet., r-egi^tfiyed niirse,^ 
"mM tesfcehfj;. 

The pr^^am focuses on PMla- 
deljphfa — Its unusual Irappeni iiga 
Slid infeffstitig tefMenis — alEording 
local if|gwgfis the oppQi'tunity of 
seeing m^any af the facets of their 
ditf -and. Its /Sutttirhs.. Its .free^rheeh 
ilj.^ fertoftt tailges over a v-ai-iety o.f 
■^W'--^"-'* fuftjifftts dail;i> b-Sfh live in 
th^ studitj and mz film. £ram .loca.- 



tions throughout the cit\*. 

Among the topics covei'ed so far 
have been a behiiid-the-scenes visit 
to Philadelphia's Municipal Air- 
port; an "after five" fashion show, 
with imported evening wear model- 
ed on the Philadelphia Library roof 
garden^ a visit among the stalls of 
Philadelphia's outdoor Ninth Street 
Market, \vith Miss Haley bringing 
back to the studios some of the 
e.tfltic foods from around the \Vorld 
which could be included in low- 
cost meals. 

Also;, a look at men's styles from 
Russia; a tasting of new foods to 
be eaten in space by America's 
astranauts^ a visit to a children's 
birthday party at the Philadelphia 
ZoO; a showing of fashions frOni 
Canad^l; backstage interviews with 
local members af the 1964 Ice 
Capades; a demonstration by a top 
liair stylist of the latest in feminine 
CBiffures; a visit with an Es^kimo 
from Canada; an explanation by a 
math expert of the latest methods 
of teaching mathematics in the 
public schools; and chats with such 
celebrities as Josephine Baker^, Art 
Linkletter, author Caskie Stinnett, 
Bi-joadway star Florence Henderson. 

Both Halt and Miss Haley par- 
ticipate in the events being demon- 
sftrated for vie\\'ers, with Miss Haley 
having taken to the air for a ballaon 
ride, practiced arthery with a mem- 
ber of the Delaware County Field 
tujd Stream: As'soeiiition, and nar- 
rated a scene of a child receiving 
his first haircut, among the unusual 
happenings. 

in addition to its wide scope of 
Philadelphia stories. Ten Amund 
Town, also presents world and reg- 
ianal news each day and keeps an 
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Viewers watch as child receives his very first haircut, performed in mobile barber truck 



ex e on impending weather. 

So, in a typical week, the i)ro- 
gram might look in on an exhibit o£ 
toys from foreign lands, interview 
a tuba player, visit on film with a 
man who has built his own organ, 
and feature commentary about hot 
rods and plumbers, with news arid 
weather also getting daily emphasis, 

An example of the show's reach is 
demonstrated in a letter to Hart 
from Alex V. Tisdale, executive 
secretary of the National Pretzel 
Bakers Institute, in Pottstown, Pa. 
He notes that within nine days 
after being interviewed on the pro- 
gram about the Pretzel Institute 
and what it does, his office received 
some 850 cards from viewers asking 
for further information and bro- 
chures. 

This reach is very much in the 
minds of advertisers, who have pro- 
moted just about every type of item 
in minute spots on Ten Around 
Town. Current sponsors include 
General Mills for Potatoes (via 
Knox Reeves ) and Speak Dog Food 
( Tatham-Laird ) ; Gerber Baby 
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tor Flnil'TSHM (Sullivan, StmjlW, 
Bolwffll & Styles Sipiy (J. Walter 
ttawtpstm):^, and Vim (£^lgy^ 
fcl-soEt k. wafb-ei:}. 

MM\ 'Mjb&ltf Jiimef Lobs- fpr 
CBVtll ■(! &0t-iW»i--Eshl«m:an ):j 
Proisfei: it GamMe far Ivory Li(|Lmd 
I'Comtpton); Ralften 'Piirtoa hit 3 
Cites- (tSiiili,, Has-aom & Banfi-gll)<| 
SlCO«(t^ 0<s« far MMsla: Wax Tom 
(Daflpgr-FltziBrald-Sample J:i Tex- 
fee Oliemfeal Ga. far Care Liq^uld 
Bleaoh (Hen-dsrsOiii. i-dv4':,: Uraited 
Ffttit fm Clif^ttita BiSn-^ flmait.as 
I'Bftttaa, ^mlm VimM& -& Os- 

©arnj, and Bfir©efa«S Ca. for Teiley 
Tea (QBM). 

JkMOHg- 'the.'. adverti'Sfirs wlw- liad 
liv'B oammfiremls ajQ: the prograin is 
Brooke Bond for Bed lose T(^a (see 
,p.a^ 4S.)i K«i- iSltttontis Paygoti, rf 
Pojtlttid, Me. Its spots were toGor- 
jtomted into tlte fraTn-ework of the 
with gwsts served the tea. 

Other sponsors vy'ho havs bsen 
r^pffttfid iji thfe daily series in'Giiide 
A'bljotts Qairfes for ice areaiu 
( B a^ e-^r-Tripp-F ol ey ) ; Ameriacaiii. 



Can OiKie Cyp; Division, hathroom 
a'oe^ssory {Iltiolcs & Crfcst}.; Cnlgpn 
Bath Oil Beadis (Ketchum, Mac- 
Leod & Grove); Campbells ftJf 
Frantxi-AijieriGan Cxav^, Red Ket-^ 
tie Soup Mix^ Swauson Meal Pie, 
and S\¥ansoj3 TV Dioner (all Leo 
Bwrnelt) and Heat Prt)ces8ed Soup 
(BBDC); Calgate-Palmolive for 
100 Mouthwash (Ted Bates). 

Also, General Electric, light bulbs 
and lamps ( BBDO ) ; General Foods 
for La France (Baker Adv.), Sanka 
(Yt)ting& RubiCiiin), and SOS Stiap 
Pftdf (Foote, Gone & Beldfng); 
General Mills for Braa Flakes and 
iVheaties (Kncax Reeves) and Won^ 
dra Floiu- (DF8); Helene Curtis 
for Lnden Shainpoo, Tender Touch, 
Biffght Idea ( Edward H, Weiss 
Co. )j Kimberly Clark for Kleenex 
(FG&B); La Bosa Sauce (Hicks & 
Griest]; Lever Bros- for Handy 
Andy and Lux Toilet Soap (JWT), 
linperial Margarine and Wisk 
(BBnO), and Silverdust (SSCB). 

Also, Mational Biscuit for Drome- 
dary Mm [Bates); North Arnerican 
I'hilllps Co, for IMoielco (C. J. La- 



Roach & Co.); Pet Milk Co, for Pot 
Milk (Henderson); Pillsbury for 
Choco- Fudge (Burnett); I^roctor 
Silex Coip. for irons and appliances 
(Weiss & Cellcr); P&G for Glocm 
(Compton); River Brand Co, for 
Carolina Rice (Donahue & Coe); 
Sardeau for Sardo Batli Oil (R.D.R. 
Assoc.); Swift Co. for Butterfly 
Tiirkey ( MeCann-Erickson ); Rich- 
ardson-Merrell for Vicks Cough 
Syrup and Vaporuh (Morse Intl.),* 

WNAC-TV tower fete 

Gala festivities surrounded the 
switch snapping by president Wil- 
liam McCormick which put the new 
WNAC - TV tandem transmitter, 
tower, and antenna into ejperation 
with a simulcast on both the radio 
and TV stations. The RCA unit in- 
cludes not one but two separate 25- 
Icw transmitters operating together 
or, in tandem, so. that in the event 
of a failure, either of the parallel 
units will provide enough power to 
keep the station on the air. The 
tower stands, 1,,.181 feet above sea 
level. 





Wo. 1 fri— Idling; spssfa I ^effjnmgMal tapm 

lift. I JfTi*^i*la|ifi;g #M 
\ Ite 4 l/Ti— teflrrfljig "Hftolenairnjr" mmm toJ 

iiiG-'re. 

5 Tiplffg. CTOmmiM in one jsf statiWs Ihree 
istutliOS. 

Ihif tf^xiMli^i «fWglr 1i€« WeiSTapM reEDfdefS provitfes ife 
pi sfniipjd to jnoiiil%^l5Qn«.= It pjeOTfts irs to handlE flie 
ilpf i!|implj» t|«|i:nlJ6a( re^Wr^w^nrs, fnclutling the wsfc oP 
tfrj-ep flsfcwiif? at ffiil f«f ieli w warn spM*! 

0iltfe Iff; I gp| ImM fc fesil f4Waf"le^''~'*at 



i# wLn j^mm. ii*l ft! 7iF <Iera!is^ 



WFAA-TV 



^BC, Channel 8, fi'SfWaanfe-st'WitS; S-eralfer / 
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STILL THE MOST 
IMPORTANT i 
COMPUTER IN i 
THE BUSINESS 




This compact data processing system is located in the back of the buyer^s Wind. It 
prevents buying disasters, encourages buying triurnphs. Output: Cheeririi g£^» 
aheads, damping danger signals, memorableadvertisements, noteworthy call- letters^ 
unusual techniques, good ideas. On what does this stream of corrsciousriem: f^^f 
On SPONSOR, notably— all broadcast^ all buying. SPiONSOR programs the n^gj^^fy 
news; thoughtfully probes for meaning; perceptively reports trends, up, doWn, on* 
off. And the more important non-human computers become— the more ouf human 
friends will be relying on SPONSOR, the broadcast idea weekly that brings to tfept 
moment of decision many messages ( including station advertising}. iSS Fiftb 
Avenue, New York 17. Telephone: 212 mUrrayhill 7-8^80 
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How an expensive jingle 
gets that way 

i^mI irf -fft^^feM-l Wsmmer^lal's may- not be 
m yard stis?k to quality but a Jingle can 
be as expensive as you make it, 
especially Ballantin«*s folk icliom appeal 
ti* a young adult a-udience 

CPti'P^HA'tS?st^>' TE"<v .adveftisem, of the total now 
using air mpdia^ Iwe been {or«ed into tlie kind of 
gijinmaffilsil OTttsiiB tapW^stfcatiou tbat comes from put- 
ffni^; ea-sli on the barrel-head for tbe words and m^isfc 
if fiflgtes' — designed to mo.v'e merchandise through a 
teiCftf rMiln^d isassage at a lilting associatjon which 
giV&s S ]|fs€ttcf nawp pleg'Sant memorability.. The 
good jlnglg pr-Ofeffss "is usually fxjiensiye. Compietition 
hsK drteen standards up. And the gradual but evet 
Sjafein^ pubfe taste is just ficMe enough to pyramid 
ciM« ^0u0i the need for fyequent change-,. 

In iim W& liSO*s ni'O'St jinglfs- had one form, one 
triaaimfint, BuA ajs the number of users of commercial 
'EflHslc §0^%., Bie competftion bet-wieen them. ^yrougllJ 
tiangfts W3iich- M'*e raised the "interruptiv-e"' natufe 
of fh-e ear ll^' selling jirtgte to g standard Whrth demands 
that th$ coTJnntarcfal be gn integal part of die enter- 
tainment rf the viewer and fetener. At the same time 
iit rnust function as a selling agent in the sales brew. 

One 4f the pjtoneers in the spreadTOg of styles In 
fiflglle rnustp), Biiljn'fiiie Beer^ ^brolte the 'dne form,., o.ne 
irfiatmeni piittern with its famous "Hey^ geteha. eoM 
beer" tlieme. Using an assortment of top stars lilce Abbe 
Lane, [oHimv Desmond and then upcoraiiag y oumgsters 
like J tthis who went on to stardom, Eallan;- 

tine ■ -1 its idea of diflerent treatnients of the 
sat'-'- • which specifically included a Vgrietf of 

ethnic approaches, That was in 19BB. 

Today, riding the cvmi of public support of foils 
music in its "SMILE" series of commercials, a brief 
chronology of what goes into Jutting one of the brew- 
ing company's commercials together can also give the 
uninitiated an insight into the reasons for the pOst^ is 
\\ ell as the efiect, of top-name jiagfc productinn. 

The Big Three, which is the name of one of the 
nation's currently popular folk singing gafoupa, record- 
ed the current "SMILE" cootfficrclal fot HallanfiiM, 
As a folk-tune entity, the commercial has feewn «« suc- 
cessful that The Big Three now inelude ft in thefr 
act wherever they appear. They call ft their feg^sfe 
hit record. And if you visit NBC'i jQhntly Cflrmn lliow 
as a member ©f tie audienee, youll heay it plcysd 
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The Big Three, Cass Elliot, Jim Hendricks, Tim Rose consult with vocal arranger Bobby Bowers and music arranger Tony Mattola in N.Y. 






Oti the other side oj the glfiss. The Big Three run through one of sixty-four versions of 
the Bnllantine coniniercml. Recorded in Gotham between iippearttnces at ii Washington 
dab on successive nights, the spot is so high in folk-tane buffs' esteem that the group uses 
it as part of iVs act. Roy Silver. The Big Three's manager is in lower left photo. 



during the warm up period. 

Here is a thumbnail diary of how 
the commercial hit came into being. 

The Big Three finished their last 
encore at the Shadow Club in 
Washington, D.C. at 12:20 Thurs- 
day morning, January 2nd, By 9:00 
a.m. that same morning they were 
on a plane for New York, where 
they went directly to a recording 
studio and worked until 1:30 p.m. 
They went from there back to the 
airport, flew to Washington, and 
san" their first number at the Sha- 
dows at 8:20 that same night. And 
all of that to make a 60 second ra- 
dio commercial for Ballantine Beer. 

Although they had actually 
worked for only two and a half 
hours, six long months of work went 
into the preparation for this single 
recording session. 

Says a Ballantine spokesman, "a 
radio commercial begins with 
words. To give Ballantine Beer's 
1964 commercials more sales im- 
pact, to make them more competi- 
tive, it was decided last fall to re- 
vise the lyrics of the 1963 com- 
mercials. They were made simpler, 
brighter, happier, more direct. This 
began si.x months before The Big 
Three made their version, and end- 
ed after 64 different versions of the 
lyrics and music had been tried. 
When the final version was accept- 
ed and approved by Ballantine, the 
first four commercials were rnade 
(these are now on the air). The 
Big Three was used for the fifth be- 
cause their 1963 commercial has, 
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_4-ffMn-iif '^ony Maltdia, a$ l'ef€ mUsw stni$i^i ai^gm.e0ed the hjanja and guitar instrumentatidn used by The Big Three 



great mmy mnm \wli be made, 
with, dtfarent remrdtng mrtitts,. f or 
the IftSl radio p»«l. 

It fmA 1? people to mate The 
,B-}g Tljrie .0!93ct)'jJi"E)E&ra'l { stjiiie have 
idkm afS 'MMnf W. iQ-j. To The Big 
lubsm^k -smgle- bania 'm^m- .ajided 
t^o; gpftam, a bass fiiHle, al^ass sax- 
'^phonej awAt ifceorder (flute). Oik© 
of tbe gflftartsts was Ton|' Mattola, 
who plafs for Matda Miller and 
Pterry Corao and who arra:nge;d the 
muMi fat the eomraercial. About 
IS tPfVttl tiipei were oiade before 
o;^'^ was apDeijfeJbleto-brtlitto rtiij- 
sfcal a:»d creatfae jdlreetDii of Bal^ 
larrtiBE advertising agency, tlie Wil- 
llajii Esty Coiiipan^. 

Witli its air ptojiiatidn keyed to 
tbe ^§mgtA0fi flisjfte, and beer 
drlnkiHg patterns of its public, Ba£l- 
Itntine runs about three of 
CBitfiinercfalsi a year. The weight of 
the MaiitiemiaJ iwiaact is designed 
ti3 ,$33plt:a,lfee an these- faetnrs and 
raateh the huf teg w^ighl of the 
product by the pumie. 

The first of die BallaTittnp spot 
flighte tnm ;&am Deceruber ihraugli 
PehrrnXf- "with, relatively light fxe- 
quene|\. 

The seiCQnd runs throiugli March, 
April aid May sM iflto^ "baseball 
^asD« wtih fepot fr-p^aeii'&f' SiWe- 
what s tEiiuggr . 

The Itealc iiroijfts are |u;ne, July, 
AU'giasfc artd feptember wlaen" spot, 
fiegf Ufinly feafiheS its ifiaidmum, 

Hoth laidis Sind television. ,get sub- 
Ito'titial »|(#fcl«5 in II states -on 



the eastern seaboard, Apprbximate- 
ly 250 radio stations clear 230,000 
spots while 5,000 spots are aired 
over SS T¥ stations during the 
year-round campaign. Ballantine 
speiit some $^.5 million in radio 
fof the full year of 1063, acGOrding 
to a preliminary estimate by sfgn- 
SDBi sources. In TV the total was 
tL,9li^,690 in the fifcst nine month 
for spot, and $772^10 for the first 
ten moBths on network. 

lu mm the "SMILE" campaign, 
fntrodttced in February, was a sim- 
ple melodic theme which was mod- 
ified in March and April and then 
received a fiill scale revision in June 
for the final cycle of the year, 

Once the advertiser and agenpy 
felt that the theme and melody 
were firmly established with the 
public, eight different treatmentsi 
were developed for the major sum- 
mer eycle, 

Don Devor, V, p, of tlie William 
Esty Company who was musical 
director on the jingle,, often noodles 
on the piano himself as part of the 
constant experimental work that 
gom on between advertiser and 
ageifff* And often they^ll go for a. 
couple of hundred dollars just to 
so-imd out an tdea. When a whole 
campaign depends on a treatment, 
it, IsMk uncommon to spend a thou- 
WmS- MIMs: oj more to try out an 
idea,. 

At the agenSy level there are 
UMally at least five people involved 
in getting *'the combination of the 
right »ords that are distinctive and 



absolutely clear;" (I) The creative 
director of the group ( 2 ) the writer 
(3) the account supervisor (4) the 
account executive (5) the musical 
director; and the latter is simultane- 
ously experimenting with all sorts 
of small groups and musical treat- 
ments. Devor believes that one can 
get that desired distinctiveness with 
very small groups of singers and 
musicians, and with a clever hand- 




Lconjaril g, fmtpei^ xidvertising at^tnager 
of P, Ballentine and Sons, Newark, N. J,, 
says, **Or%HW/ jingle rnusic tends to be 
heard for itself and the wortis af the 
theme mme through Ibud dnd dear." 
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ling of the instrumentation. The 
Philharmonic is distinctive . . . but 
how expensivel 

For tile current winter cycle Bal- 
lantine is using 5 spots; four of 
them made up of regular male 
jingle groups while The Big Three 
does the fifth. 

Client and agency reaction to the 
sucess of the "SMILE" campaign 
with jingles is obvious when one 
considers that in the independent 
survey taken shortly after their 
introduction (a survey to deter- 
mine the effectiveness of the jin- 
gle), it was revealed in the two 
markets surveyed that recall was 
as high as 72 percent in Philadel- 
phia and 40 percent in Boston — 
which equalled or excelled many 
long established programs. 

An ever present danger: the tail 
wagging the dog — or — running 
up a million dollar production for 
commercials in an air campaign 
that's designed to a $100,000 figure. 

Says Devor, "There is no way to 
set an average percentage of jingle 
production costs to air time costs, 
because on a really high air time 
budget (Camels for example) the 
production costs would be infintesi- 
mal. Yet on a smaller air budget 
the same cost could prove great." 

Competition, Devor believes, has 
forced production to new levels. 
These are (1), better levels of pro- 
duction which (2) permits better 
performers, which (3), in turn 
drives the cost level up the ladder 
of keeping up with the Jonses. 

"Wc may," he says, "be coming 
back to simpler forms. We just 
can't buy bigger bands and bigger 
singers. We do feel though, that 
we can buy inventiveness and in- 
genuity." 

"No matter how important we 
feel the music should be in carrying 
forward the message, "he adds, "we 
arc fully aware of the necessity of 
subordinating, when needed, the 
music to the words. In a sense we 
must always subjugate the artist to 
the salesman." 

And, Devor believes, in terms of 
selling, the "SMILE" commercials 
have been doing just that. ■ 

Hartigan back with KBS 

John T. Hartigan rc-joincd the Key- 
stone Broadcasting System as a vice 
president and sales executive, head- 




quartering in 
Chicago. 

His prior ser- 
vice with the 
1,152 - member 
radio group 
covered a 
three - year 
period from 
1959 - 1962, 
w h en he 
Hartigan served as an 

account executive in the network's 
Chicago office. In the past two 
years, he was first media supervisor 
for Compton, Chicago and then 
vice president of the Automotive 
Radio Group in Detroit, in which 
he was a partner. 

Hartigan comes from a distin- 
guished advertising family. His 
father Joseph J. is board chairman 
of Campbell-Ewald, Detroit; his 
brother Joseph J. Jr. is an executive 
with Foster and Kleiser Outdoor 
Advertising, also Detroit. 




Peter E. Schruth 

Group W names Schruth 
to general exec, post 

Peter E. Schruth has joined Group 
W in New York as vice president 
and general executive, reporting to 
president Don McGannon. He will 
cover the broad spectrum of all 
Group W activities including gen- 
eral management, marketing, and 
growth potential. 

President of Curtis-International 
since last March, Schruth has been 
with that organization for the past 
19 years. His first assignment was 
to help launch "Holiday"; by the 
end of 1946 he became the maga- 
zine's west coast manager. In 1954 
he was transferred to Philadelphia 
to direct "Holiday's" overall busi- 
ness operations and was elected 
vice president and advertising di- 
rector. In 1957 Schruth moved to 
"The Saturday Evening Post," as 




vice president and exiecutive direc- 
tor of advertising. Later that year 
he became advertising director of 
the "Post." He returned to "Holi- 
day" in '62 as vice president and 
publisher. 

As president of the internatipnal 
operation he was involved in the: 
exploitation abroad of present and 
potential Curtis properties, espe- 
cially in regard to editorial material 
published in Curtis magazines. 

Schruth's advertising training 
ground was Campbell-Mithun. 

Triangle promotes two 
advertising- prom, men 

H. Taylor ( Bud ) Vaden was named 
to the new post of director of ad- 
vertising and promotion for the 
Triangle Sta- 
tions, effective 
March 2. He'll 
be replaced in 
that same job 
atWFIL(AM- 
FM&TV) PhU- 
adelphia by 
Donald G. 
Shepherd. 

Before join- 
ing WFIL in 
1962, Vaden served for three years 
as promotion manager of WJZ-TV 
Baltimore and for four years as pro- 
motion director of WCAU-TV Phil- 
adelphia. He began his broadcast 
career as supervisor of publicity, 
merchandising, and promotion at 
WPTF Raleigh. He currently serves 
on the board of directors and steer- 
ing committee of Broadcast Promo- 
tion Assn. and is active in both the 
Sales Promotion Executives Assn. 
and the TV-Radio Ad club of Phil- 
adelphia. 

Don Shepherd joined the Tri- 
angle station group in January 1963 
as promotion director for KFRE 
(AM-FM & TV) Fresno. For the 
three previous years, he was pro- 
motion director for WLOS - TV 
Asheville, and before that held a 
similar post with Southeastern 
Newspapers, Inc. His broadcast 
career began at KLON Lincoln 
where he was director of continuity, 
He also served as assistant adver- 
tising supervisor for 3M in St. Paul. 
He was a winner of both the Ed 
Sullivan and Bing Crosby contests 
for originality in promotion con- 
ducted several years ago by CBS 
and ABC respectively. 



Vaden 
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ADMAN'S GUIDE 
TO TV SYNDICATION 



fmmk&M MmB tii time of N'AB 
mmtbeS' 'if^ 0Mmg&^. emm as rtmdium 



SOME 1^ years haw passed since TV syndtoation in 
tim U. a. first tecame an acfcuality, but it still re- 
laatos a mialtirmillion-diQllJtr buslaess in which the paf- 
<sMm is a «af of life , The jiatfttnal t>i regional advfrtl^er 
^h^ iates dileg beyoiid ftetwork-level bu¥g ot station- 
lasiiIS) ^d|p,|3en:ciis! st local l^vel qtiicldy discovers that 
syndleRtion? 

|i Is a busiriess & whldi t^o major talent unioils^ — 
§AG ajad. AFEHA^ indirectly control the sourde of 
igflpjiy Bteai. Of tapid pr^jotams;, and^, more rg- 
eentln feitii^i films, la^fiaose tff residual scales paid io 
|terlm™er§^!a|fnidi«ato? tojda;f must be able to achieve 
statfon isalies ill snanietETfag; life three-fourths of the top: 
'XW9 marlcets, and the top gchfiljEm at that, to stay in the 
MmM ¥h5£ aa aff'-aitwOfl? or first-rmi syndicated show. 

'f It onf ol £he lafgiM uwheasured segaaents of 
broa^Cltst; adwytising ttlljngs. Ffom the viewpoint of 
Madison Avenue, syndication in all its TV forms — first- 
rofi series^, niff-netTs^orls soctes, feature films, taped iser- 
ieSj Ijjie; syttdicated ferttjats^ — is part of national and 
regiftiMl TV sptjt. Just how big the sliee is, nHhody 
know^s, for many stations air their syndicated proper- 
ties purely as spot carriers. And, despite iriflreaising 
efi^orts by syndicators to gain agency-level re^o^gnitlon 
for their proper ti ^ rating track records, not a few 
agencies and ad d;rs have only a gfBeial laiQwl- 
edge of what s , ni iuated properties Sre SSif.Vteg aS 
showcases for their spot commercial campaigns. 

► Sufi^ers simultaneously from a shortage and a sur- 
plus of available syndicated product, llnited Artists 
Television president John L. Sinn once wtylf observed: 
"Film only comes in to the syndicated m;aBh#J ll never 
goes out." This is largely true. There are syndiG^JtioD 
oldies around such as Cisco Kid and FoMom That Mim 
and Hi^ffiflag CMssidg whijsh were current wbten njany 
AgMEynaen attdiiaiebmyerswereinliigh school. Never- 
thiiet% aai^ -statto' Sim buyers will tell yon that 



there's % real shortage" of syndicated shows and fea- 
ture packages in the market, and the high prices of 
choice shows and featiures reflects this. 

]► Depends, to quite an extent, on shows originally 
bought by the three networks for its program supply, 
but does not always follow the rating pattern of the 
original network run in subsequent exposure. Example: 
Om Slep. Beyond, syndicated in rerun by ABC Films, 
The series drew only modest ratings in its original ABC 
network time period. Now scheduled at local level by 
a number ol ABC-TV affiliates as a 7-7:30 p,m. lead-in 
to The Outer Limits, the fantasy-supernatural series 
has pulled such audience shares as a 48% in Boston 
and a 42% in Columbus, Ohio. The sudden rating up- 
surge of shows in syndication has no fixed pattern and 
forces timebuyers to consider each situation On its rat- 
ing merits. 

Syndication has also created a do-it-yourself move- 
ment among a number of leading stations and broad- 
casting groups — -notably Triangle, Storer^ Group W, 
and WCN-TV, Chicago, as well as the program 
intershange organization known as TAC — tO supply 
TV programing to fill up the gaps in syndication. Both 
the supply and purchase of such shows cuts across net- 
work and independent lines in many cases. 

During the past few weeks, sponsor contacted a 
number of leading syndicators to determine whatj frOm 
the standpoint of advertisers and agencies, were the 
primary patterns active in TV syndication today. Here 
are some of the key findings: 

GENERAL SALES PATTERNS 

Depite an upsurge Oi regional and near-national 
buys of syndicated shows in the late 1950's — ^^such as 
Ballantlne Beers 24-market spreads with Foreign 
Mtrigae and Highway Fatrol, or regional buys by 
Kroger Stores and White King Soap, among others — 
syndication is a local TV form of business, 

The multi -market buy still exists in syndrcationv 
lJust last week Colgate-Palmolive announced it was 
buying a syndicated version of Mike Stokey's Siufnp 
the Stars, for priine-time airing in a fnll list of major 
idtiarkets. ) !But such, buys are the exeeptlou, not the rule. 
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SYNDICATION 

Syndicated shows come 
from many sources — 
offshoots of Hollywood 
majors, TV networks, 
indies, groups 



There's no real "season" on syn- 
dication buying, as there is in the 
fashion field. The nearest thing to 
it is the hoopla that syndicators gen- 
erate at the annual NAB conven- 
tion, a favorite launching paid for 
new syndicated series or feature 
packages. 

Many syndicators and the NAB 
have for years been at odds. The 
NAB considers them, and their raz- 
zle-dazzle sales tactics, somewhat 
on the rowdy side, and a convention 
distraction. Syndicators, on the 
other hand, feel that NAB treats 
them as second-class citizens, and 
have for the past two seasons staged 
their own Television Film Exhibit 
at a hotel near the NAB meeting. 

Such a TFE session will be staged 
at the 1964 NAB meeting. Conspic- 
uously absent from it will be the 
three network syndication offshoots 
—ABC, CBS and NBC Films— as 
well as MGM-TV. The reason for 
the reluctance of the network syn- 
dication arms is obvious; the parent 
firms are NAB members, and the 
syndication offshoots can stage their 
exhibits in the network 'liospitality" 
areas. MGM's reluctance also isn't 
hard to understand; MGM is having 
a banner year in network-level sales, 
with most of its shows pilot-financed 
by networks. 

The majority of all syndicated 
program sales are made directly to 
TV stations, or to the key buyer in 
a station group. The same is true of 
feature films in the syndication mar- 
ket. 

Currently, there's a trend back to 
first-run (i.e., no previous exposure 
in network or syndication) pro- 
graming sales, although there's a 
difference in both the type and the 
source of such ])rograms as com- 
]iarcd to the syndicated offerings of 
Ziv, ITC, Screen Gems, Official and 
others in the 1950's. 
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Feature sales no longer show a 
pattern of "block" sales. For one 
thing, the buy-everything-or-noth- 
ing library sale has been outlawed 
by Federal statute. For another, 
syndicators are far more conscious 
of the heaviness of demand and the 
lightness of feature supply than in 
past years, and tend to release pic- 
tures from Seven Arts, MGM, War- 
ner Bros., Allied Artists gradually. 

Syndicators of telefilm shows are 
currently caught in something of a 
squeeze in medium-sized TV mar- 
kets. An MCA TV executive sum- 
med up the situation thusly for 
sponsor: "There's a significant 
amount of leftover syndicated prod- 
uct in the middle-sized markets like 
Buffalo and Kansas Cits'. In addi- 
tion, these markets are doing more 
live programming and using more 
features. Therefore, it is difficult 
for the small and medium markets 
to eat up more syndication, and the 
realistic syndicator won't introduce 
anything that can't be moved there. 
However, these markets are still 
looking for Grade-A program prod- 
uct in syndication, because they 
know there is advertiser demand 
for time slots in such shows, even 
though many advertisers buy 
mostly by CPM figures." 

OFF-NETWORK PROGRAMS 

Off-network reruns in syndication 
have held most of the program 
spotlight in recent seasons, and al- 
most every major syndicator has of- 
fered them to buyers. Some syndi- 
cators, like Four Star Distribution, 
Desilu Sales, Warner Bros, and 20th 
Century-Fox have concentrated ex- 
clusively on them. 

The best of such shows are very 
good indeed, and rerun ratings for 
such shows as CBS Films' Have 
Gun, Will Travel, NBC Films' Car 
54, WJiere Are YoiiP, and Four Star's 
The Rifleman bear this out. 

But syndicators and buyers alike 
are approaching the subject of off- 
network syndication with some cau- 
tion this season. 

They can be costly, to buyer and 
seller: 

^ When a syndicator launches a 
large-backlog off-network show in 
the syndication market today, he 
may have to shell out $1.5 million 
or more to clear six syndication runs 



on a show with a backlog of 150 
hour-long episodes. To this must be 
added his sales and other costs 
Thus, unless an off-network has an 
almost sure-fire rerun potential 
(such as the 180-episode 77 Sumei 
Strip being groomed by Warner 
Bros., or the 233-episode GunsmokS 
package likely to be launched by 
CBS Films at the NAB convention X„ 
syndicators think twice before tak- 
ing a large financial plunge. 

► Increased production costs in 
recent years, plus talent residnals^,^ 
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CURRENT, FUTURE 
SUPPLY IS VARIED 

Wide variety of local-level film 
tape shows is offered to stations, 
ultimately spot TV advertisers. Ph«] 
suggest their range, from new catt 
series aimed at TV-watching mopd 
to reruns of former network westel 
first runs of made-foj-syndicationj 
formational and entertainment seif 
There's short supply of top ne\f 
dication shows 




MCA-TV: off-network action in "Markham'\jrt| 




Triangle: "Snow White" Christmas show 
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ItiWi iftat rise tetter ofi-netwark 
giw«s a! top i^riees. New York sta- 
\iom' — wliieh pi:;o¥ide what is gen- 
emlhf the top doHar in syudicatiQn 
pfiges— riii^f pJiink do\¥n as mttoh 
ILi |B|)%Qfl5 a mme for a two-time- 
play rerun series of ane-hour length. 
Soi stflitiian rwanager takes this kind 
a£ ift^estitisflft Ijgjtt]^, even in mar- 
tettirlTQM'gfi^i Me tiiilored down 
imm llw Jojp Mwv York s«ale. 

HevErthelesSj, a ntimber of oflE- 
net^york properties — srFraHer in 
iiuBober than in the pajt eonple of 




fflSs filf-iTeKmerl rmu of ''Have Gufl" 




sesisonSj biri generally superior in 
quahty — are ©ilher on tlie market 
now or lidng rcadiied far the 1964- 
05 prqgram seas^on in syndreatioii. 

These include, in nddition to 
those montiojicd eEU-lier ; East Side, 
West Skh and New Fhil Stivers 
S/i0t« fjom United Artists TVj Welb 
FargQ from MCA TV; Ensign O'- 
Toole from Four Star; New Breed 
and I'm Dickensr, He's Fenster from 
ABC Films; Ti0ilight Zoue from 
CBS Films; Imaite McPheeters from 
MCM-TV; nmim 66, Screen Gems, 



The qff-lietwork syndietors are 
optimistic. A typical eomment from 
Four Star's Len Firestone^ v.p. and 
general manager, wlio told si'oxsoH: 

"The dropping of option lime last 
September really made no differ- 
ence this season because it came at 
a time when the stations had al- 
ready firmed up their schedules 
witb the networks, NoW' that sta^ 
tions know they ean take some of 
this timej we liope to get a lot more 
syndicated properties into tlrese 
local TV slots." 





StOTir: "Littlest Hobo," a first-run 




iwyp W: Clowning on "Steve Allen Show" 



NBQ Films: new cartoon "Astro Boy 




Lm fte» CirlQM "MwbmW pistop 



Four Star: off-network "The Rifleman" 




ABC Films: "Phjfllis Dlller" special 
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SYNDICATION 



Leading syndicators today 
make frequent calls on 
agencies, reps, admen to 
sell merits of spot buys in 
shows, feature films 



Syndicators are also planning oflF- 
network releases "in counterpoint" 
to what networks will offer viewers 
this fall. Said MCA syndication 
sales v.p. Hal Golden last week: 

"Wc plan to break with two new 
half-hour off-network series for next 
season. The first is Wells Fargo. We 
feel the time is right, now, because 
there are few comparable half-hour 
westerns around and won't be for a 
few seasons. Markham, with Ray 
Milland, is also in the hopper, and 
now is the time to spring it, as 
there is no half-hour action show 
on reserve or on the networks to 
match this quality." 

FIRST-RUN PROGRAMS 

Shows making their TV debut via 
syndication are, for the most part 
today, either in the children's pro- 
gram area, or are in the documen- 
tary-informational vein. In both 
cases, the emphasis is often on color 
production with an eye to long-term 
use on TV. 

Here's what Dick Carlton, v.p. of 
Trans-Lux — a firm which has delib- 
erately chosen to become a leading 
factor in moppet-appeal TV syndi- 
cation fare — had to say of current 
trends in his field: 

"The best kid shows are actually 
those which are locally constructed, 
usually with a live local host. They 
are very flexible, and can change 
their content to meet opposition. 
Their chief need is for strong 'drop- 
in' material, such as our cartoon 
Hercules and Felix series. Tliere is a 
taste trend, incidentally, in today's 
TV-watching kids away from 'ani- 
mal' figures in cartoons to 'human' 
figures. There is also diminishing 
supply of product for the children's 
market, since a number of syndica- 
tors have eased out of the field or 
have had program failures." 



Other suppliers of children's pro- 
graming include: King Features TV 
{Popeye, Beetle Bailey, etc.). Sev- 
en Arts {Emmett Kelly Show), ITC 
{Jeff's Collie, etc.), BBC-TV Enter- 
prises (Andy Pandy, etc.), NBC 
Films {Astro Boy), Walter Rea de- 
Sterling {Abbott 6- Costello), 
Screen Gems {Jungle Jim, Ivanhoe, 
etc.), Storer {Littlest Hobo), Tri- 
angle ( Zoos of the World, Wonder- 
ful World of Play, etc. ) . 

There are few action-adventure 
or dramatic first-run syndicated 
shows around, or planned, agency 
buyers scouting the field have learn- 
ed recently. United Artists has Lee 
Marvin Presents Lawbreaker now 
in syndication, plans to add another 
drama series, the British-produced 
Human Jungle, for fall sales. ITC is 
selling Man of the World, also Brit- 
ish-produced. The supply begins to 
run thin at about this point, al- 
though several syndicators are talk- 
ing about launching such series this 
year, as MGM did with Zero One. 

Prospects for station and adver- 
tiser customers are brighter, how- 
ver, in the "actuality" field of first- 
run entertainment. Highlights : 

Official Films has scored consid- 
erable sales success with two first- 
run documentary properties. Biog- 
raphy and Battle Line, and plans 
more in the same vein. CBS Films 
is actively syndicating a new Jack 
Douglas-produced series, Ameri- 
ca! available in color. United Artists 
has had six hour-long Wolper spe- 
cials sold in over 100 markets for 
the current season, plans another 
six for fall. NBC Films is currently 
ready to launch Science In Action, 
an educational series seen in five 
West Coast markets and now mov- 
ing into the national syndication 
circuit. Triangle, which has virtu- 
ally cornered the market on TV spe- 
cials based on leading U.S. auto 
races, also has a total of 28 series — 
largely informational — due for syn- 
dication in a 12-month period 
which began last October. Seven 
Arts has scored strongly with its 
language-instruction En France ser- 
ies, hopes to repeat the success with 
a Russian-language counterpart. 

Such deals for "actuality" shows 
are sometimes closed with dazzling 
speed, and for top money. In Holly- 
wood, earlier this year, RKO Gen- 
eral's KHJ-TV signed for a scries 
of 10 first-run documentaries pro- 



VETERAN EXECS S\ 

The administrative and sal©! 
tives pictured here have one 
common: they are among tf 
knowledgeable veterans in tl 
cation field, and are equally 
discussing a station's pro? 
problems or an agency's ai)| 
large-scale spot campaign. 
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Robert B. Morin, Vice president |p 
Allied Artists Television Corp. 




M. J. "Bud" Rifkin, V.p., Sales 
United Artists TV Inc. 
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T3iCK Hakt'er, Sy:ncljmtj!Qti, Sales AlaMager 
MQM-,TV 




S'EXMOOB Beeo, Preiidmt 
ffgieial •Pilots. 
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W. BjcjBERT Rich,, V.p. Gen'Z SaZes i\/gr. 
Sept'n s^'ts Assoviatecl Corp. 




Len Firestone, V.p, ir General Mmmger 
Moitr Sgat Pistrihution Cmp- 




Richard CarltoK, V.p., Safes' 
TransrLim Television Carp. 




SYNDICATION 

Feature films bring big 
names, international 
glamor to syndication, 
are a favorite "spot carrier' 
with many top advertisers 



duced b\' Time-Life and Drew As- 
sociates only 18 hours after syndi- 
cator Peter M. Robeek first offered 
it for sale. Price paid: $100,000 for 
the Los Angeles market. One ad- 
vantage for KHJ-TV: it will have 
what amounts to a "premiere show- 
ing" of the series, which carries a 
total budget of some $2 million for 
production, before it is aired by 
any other U. S. station. The series 
itself is indicative of the care being 
lavished on many of the new infor- 
mational series; it will use some 
novel camera techniques to deal 
with colorful personalities — minus 
the usual narrator. 

FEATURE FILMS 

Feature movies are the most pop- 
ular spot carriers in local TV pro- 
graming, and no station in the coun- 
try could get along indefinitely 
without a feature supply. Stations 
can sell their deluxe movies as fully- 
sponsored specials, air ordinary 
movies in all kinds of time periods, 
and even set up multi-exposure pat- 
terns for single movies on a "grind" 
basis, or slot them in prime time 
exposure. 

There are between 10,000 and 
12,000 feature films in active U.S. 
synidcation, and about one out of 
four of these was made after 1948. 
In the earliest days of movie syndi- 
cation, entire studio libraries were 
dumped on the market in huge 
blocks (such as the original RKO, 
MGM and Warner groups). Today, 
stations face a narrowing selection 
of features — and higher pcr-picture 
prices — as the major studios get 
cagicr on their method of releasing 
their films for telecasting. 

In some cases, syndicators arc 
even dipping back into the big 
libraries for big-name features with 
lots of mileage. At United Artists 
Associated, where Erwin H. Ezzes 
is executive v.p., a seven-picture 
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package titled Premiere Re-Issues, 
and made up of features such as 
"Casanova Brown" and "Woman in 
the Window," is going great guns. 
At MGM, Screen Gems, NTA, 
HTSI, and MCA, there's still plenty 
of calls for top oldies. 

On the main feature syndication 
circuit, the primary emphasis is on 
the newness of features (not always 
a good measure of quality, but one 
accepted by most stations) and on 
color (a growing number of sta- 
tions pay the surcharge for color 
prints for local color telecasts). 

Color is a factor in the selection 
of features at the syndicator level 
as well. An average of nearly 50% 
of the features released in recent 
packages from such distributors as 
Seven Arts, MGM-TV, Warner 
Brothers, and 20th-Fox are in color. 
That these films were selected 
from available supply with color in 
mind can be judged by the fact 
that the every-other-feature color 
score is higher than Hollywood's 
feature color score in recent years 
(about one out of three in color). 

Such moves increasingly call for 
sizable investment by a syndicator. 
This year, for example. United Ar- 
tists has budgeted a $250,000 invest- 
ment in TV color feature prints at 
UAA in anticipation of station 
orders for color movies. Stations 
pay more for color prints than they 
do for the same movie in a black -&- 
white print, but this lab charge is 
usually passed on without markup 
by syndicators in an effort to deve- 
lop more color feature use. The 
per-picture color prices, happily for 
stations, is tending to go down, not 
up, as the increased volume of 
orders results in quantity discounts 
from film labs. 

Features, incidentally, are one 
area in which stations actually com- 
pete with networks for program 
product. One reason why ABC-TV 
dropped its Sunday-night movie 
show was that some big stations 
managed to buy movies as good or 
better than those bought by the 
network, and pre-empted the net- 
work movies for local movie show- 
eases. (NBC-TV is currently taking 
no such chances, and is paying 
about $400,000 per feature for orig- 
inal showing and one rerun of fea- 
tures — a price which in many cases 
is a healthy percentage of original 
movie budget.) 



FEATURES: SUPPLY 
IS LESS THAN DEMAND 

Movies are a prime form of syndi 
tion today. No longer are huge libr 
ies dumped on the station market; I 
trend is clearly in favor of small, sclj 
packages with sizable per-picture pjt 
tags, and strong emphasis on Co 
production, or on "specialty" packa| 
of science-fiction or adventure filri 
Some spot advertisers buy full spc 
sorship of feature specials 




Warner Bros: "Sundowners" on syndie circi! ^"^^ 



Here, at a glance, is what is hap- 
pening today among leading feature 
film distributors: 

• Allied Artists — The concen- 
tration here is on action-adventure 
and science-fiction features bearing 
the AA label, most produced in the 
1950's. AA also supplies stations 
with packages such as "The Bow- 
ery Boys," which have scored high 
ratings with youngsters. 

• Hollywood Tv Service Inc. — 
Actively distributing a large library 
of old westerns, serials and other 
featin-cs, but with no continuing 
source of supply from a major studio 
or independents. 

• MGM-TV— Metro is steadily 
feeding a limited supply of po^t- 
1948 features into the market, the 
latest package (launched last fall) 
being a group of 40. In the two 
years previous, a group, of 30 was 
launched each year. Color is a 
major factor; half of the newest 
package represents fuU-color mo\'- 
ies. A new package of MGM fea- 
tures may be released at the time of 
the NAB convention. 

SPONSOR 
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irte "River's Edge" is typteal iwrst lMO UAA: "MjDliy Dick" highliglits reccsnt package 



20ili-Fox: Big-i)pdget "Tlie Egyptian" 






I 'i ^'Tender Trap" U from postal 910 library Allied Artists: Yes, ft's Zsa Zsa in space film 



Embassy: Emphasis on muscles 



% M^A Vf—MCA scared a 'no^- 
aMm sxicesm wA. Its haadlf nig of the 
ParaKiaunt pm-lMB backlog, con- 
tr^Qfis for whidi are still beitig writ- 
teOj. St) well did MCA succeed, iil 
fact, tJaat Paramoant stockhoMers 
grumHed, peri®dicaU|' that a larger 
slice of the re^Teame would ha«e 
c^toa JParamojaM's my if orily Para- 
ipBtitil hid liaudted its nwii distribu- 
iSm. (It 1ms Enally h^pij^ed this 
way; ParanaoMnt dealt riireetly with 
MBC in an arrang^raeot to supply 
|a'iit-JL04S piitMres to NBC for its 
gatuirdaf Tiiight Cud W&dJifiS'day- 
rf^ht moxife ghoa-wea.se darSijg: the 
1984^65 .s.^»i3. Paramojant ^vtll 

(f f ObaMy handle reruns, too. ) 
* MT4s-^till actCyeiy •■distribrnt- 
Ing. a laKge gimp »# ifflh Cjehfary- 
Pax leaturesj. some post- 1941, plus 
kMtne Brfti'sh oldies aad Shirley 
nTBifiip'le' fciMilfjes-i Jast us .ParanaBunf 
finalli^ gat arouod ta handling Ife 
' ffwn ligatnT:© sate% S» dti litlrfpi.,, 
Whicsh syndieates rfii uas at ih.& lo»al 
ItH'el of features' sccn,;eat HBC 

« feBESS, C^(t-^!Fhrou'fh pmx- 
■Gnt&i'UMkM PiWumi, ii»iffi.G&ns 



can CQunt on a sUiDply ©f Columbia 
features, sometimes in large batches 
(as in the relatively recent package 
of 36D post-194S pictures syndicated 
by SG|, More will be fed through 
SG, but in smaller batches, SG still 
distributes a large library of old 
Universal pictures. 

• Seven Arts — SA has been the 
syndication pace-setter in relesi^ing 
sinall groups of deluxe features, 
with a strong accent on color. Orig- 
inally, SA handled the Warner Bros, 
post-1948 films, and fed them stead- 
ily into the markfit. Last year, WB 
turned oif the featufe tap, now han^ 
dies its own distribution of features 
not assigmed to Seven Arts. In addi- 
Hon, SA bandies distribution of the 
Universal post-1948 library, and a 
slMble griJnp of 2(lth Cenlnry^Fox 
ffeatmres. 

.Emba"SS-¥— A anwil, aggressive 
distrflmtorj, Embassy has created a 
yirftial TV .specifllty for itself: dis- 
ti'ilxii,t:i{|i3 ijj the XJ. Si of Eutopean- 
fflffde '*Il[;eictiles''-type features pro- 
duced %^ Jn^ih U. Leyine. Reac- 
tion to a recently launched i6-epi- 



sode "Sons of Hercules" package 
actually, it's .13 feature films^ each 
with a middle-of-tlie-film break that 
provides a cliif-hanger — has been 
'^fantastic," an Embassy source told 

SPONSOR. 

• Warner Bros. — Havmg suc- 
cessfully launched its own feature 
distribution virtually as a by-prod- 
uct of its self-syndication of WB 
telefilm series, Warner Bros, is 
grooming further post-1950 features 
for the syndication market, and is 
expected to launch another package 
for the 1965-66 season. 

• United Artists Associated — 
Long a TV distributor of features 
produced by independents in the 
resurgence of UA in the 1950's, 
UAA plans soon to offer another 
grouip from this source. With the 
onetime AAP library (pre-1948 War- 
ner, RKQ features, plus other ac- 
CLnisitions) also under its corporate 
wing, UAA has the largest library 
in the business — some 2,000 fea- 
tures. Its most recent syudication 
release was UA Showcase #2. a 40- 
picture package of UA films. ■ 
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TwQ ways. 



bncern you ? 




First — it's a perfect illustration of what 
a great campaign can do. Second — it 
proves that the advertiser who believes in 
advertising ends up a power In his industry. 

So — how does this concern a broadcaster? 

So— it works the same way here. 

Every station that sells advertising— and 
has equal faith in buying it as well — 
always winds up with a bigger share 
of spot in its market. 

Think it over. 

And don't eliminate the "tattoo". 

We respectfully suggest you find the 
"tattoc" that suits your station image 
tet — then call SPONSOR. 

SPONSOR reaches practically everyone 
involved in the purchase of time — ^of course. 
But there^s a special segment it reaches 
best. We call it "the influential 2000" 
bitause this "influential 2000" actually 
purchases better than 95% of all national 
radio and TV spot. SPONSOR has a greater 
penetration of influence within this group 
than any other book \n the broadcast field. 

That's our sales "tattoo"— -substantiated by 
every independent survey made, 
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THE WEEKL¥ lyifliGAZlNE TV/fRADlfl APVERTlSERS USE 



NATIONAL FILE 

ADVERTISERS 

Paul L. Gabriel, product manager, 
Borden Foods, and Tom Griffin, mar- 
keting supervisor on coffee, potato, 
and mince meat products, both named 
senior product managers, as announc- 
ed by Hubert Tibbetts, vice president 
and director of marketing. Gabriel, 
with Borden's since 1948, was director 
of advertising and promotional serv- 
ices before joining marketing group. 
Griffin, former product manager, 
joined Borden marketing department 
in 1959. 

Three other product manager ap- 
pointments: H. Worthington Kalt, as- 
sistant product manager, who con- 
tinues with market programs for de- 
hydrated potatoe products; Victor In- 
corvia, associate sales promotion man- 
ager, now responsible for None Such 
Mince Meat; and Frederick Wicke- 
meyer, who joins Borden's following 
three years as product manager in 
Corn Products' Best Foods. William 
F. Westgafe, associate sales promotion 
manager of Borden's who joined com- 
pany in 1960, promoted to sales man- 
ager. 



AGENCIES 

Account Switches: The Nestle Com- 
pany announced assignment of Quik, 
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chocolate-flavored milk additive, to 
Leo Burnett Company, Inc., Chicago, 
Illinois. Product was formerly with 
McCann-Erickson, New York City. 
McCann continues to handle Nescafe, 
Nestea, EverReady Cocoa, Semi-sweet 
and Butterscotch Morsels, Nestle Bars 
and Choco-Bake as well as a recent 
new product assignment. 

Dunay, Hirsch & Lewis, Inc. ap- 
pointed advertising agency for Cadmus 
Corporation, publishers of FM MAG- 
AZINE. A budget of $200,000.00 has 
been set up for a program which in- 
cludes radio advertising. 

Redmond & Marcus, Inc. have been 
appointed to handle the advertising for 
Wurzburger Hofbrau Beer, a product 
of the Original Beer Importing & Dis- 
tributing Co., Inc. 

Luden's. Inc., Reading, Pa., has ap- 
pointed Erwin Wasey, Ruthrauff & 
Ryan, Inc., Philadelphia, as advertis- 
ing and public relations agency for a 
part of its confectionery production, 
including Almond Royal and Mello- 
Mint lines. 

Ingalls Associates, Inc., Boston, has 
appointed to handle the advertising for 
James H. McManus Ice Cream Corn 

Jay L. Scliiller, director of media 
research, Lennen and Newell, to as- 
sistant director of research for Home 
Testing Institute, Manhasset, N.Y. 

Jerome Einhorn, formerly with Rev- 
Ion, to supervisor of accounting and 
billing at Rumrill, NYC. 




The Port of Houston, where more than 4,000 ships a year move almost 60 million 
tons of cargo. The port and its industrial complex constitute a prime generator of 
Houston-area wealth. 

K-NUZ is the prime generator of sales for 
products marketed in Houston ... one of the 
nation's three greatest ports! 
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Charles \V . 
Schiess, formerly 
vice president of 
John S. Herold, 
investment Ser- 
vice organization, 
named vice pres- 
ident and assist- 
ant treasurer, 
Sullivan, Stauffer, 
Colwell & Bayles. 
Also elected vice 
presidents: Don- 
ald Pike, associate creative director, 
Perry Harten, radio-TV group head;; 
Doug Gallow, and Tony Laiiitis, both 
research directors. 

William L. Rohde, formerly account 
supervisor, Cunningham & NValsb^ 
named acount executive for Smith M 
Dorian, New York. 

Frederick Lyman Horton, 62, vice -l 
president of Norman, Craig & Kum 
mel, died of a heart ailment in hisi 
apartment in New York City. Before 
joining agency two years ago, he was; 
with NBC 1 6 years, serving as director 
of sales for radio networks. 

Richard L. Stevens named vie© 
president-group copy supervisor,^ and 
David Popofsky, appointed assistant 
to Sudler & Hennessey, New York, 
Robert Siegler has rejoined S&H aS 
account executive. Stephen Korbet 
named assistant art director. Richard 
Jones, formerly art director to vice^ 
president. Michael Schneider, formerly" 
group copy chief, to vice president. 
Paul Tosches, formerly manager ofl 
accounting department, to assistant, 
treasurer. 

Dr. Arthur Wilkins, formerly vice 
president and associate director of in- 
formation management at Benton & 
Bowles, to Papert, Koenig, Lois, New 
York, as director of research. 

Betty Clements has rejoined Mc- 
Cann Erickson in Los Angeles as gen- 
eral executive. 

Earl B. Hotze, recently named 
media director of Gardner Advertis- 
ing's St. Louis office, has beea elected 
a vice president of the agency. Her- 
man Raucher, formerly vice presi- 
dent in charge of creative services for 
Gillette Toiletries at Maxon, has 
joined Gardner in New York as wa- 
tive supervisor on the American 
Tobacco's Carlton Cigarette account, 
Alexander M. Burrell, recently was 
elected a vice president of Gardner, 
has been named account supervisor On 
the Southwestern Bell Telephone ac- 
count. He formerly was account 
executive. 

Bogard Advertising, Miami, has 
appointed Arthur B. Cohen as cOpy 
chief and account executive. He 
returns to the Miami area after 18 
months with Alfred L. Lino & Asso- 
ciates St. Petersburg. Cohen previ- 
ously had his own agency in Coral 
Gables. 

Bert M. Neufield has joined KenyOn 
& Eckhardt as an art director, from 
Hegelmann & Bartoione. He has also 
been with Grey Advertising. 



61 



SPONSOR 



kI 

jecli 



m 

m 
ive. 

M 

)UI 

IV 

jcii 



Je 



ISO 



mi 



R 

ilie 
fert 
:Spai 



com 
I 

Yor 
le 
trea 
Nev 
1 

am 



% 
m 
,mai 
via 
Ete 
Cht 

10 

Alle 

seci 
Aoi 
ani 

KSp 



I 



■JIiflA^auia MfflttegCj sceaBtfl super- 
visor, Txi &f§% eiemd 

''Sffip! jH®Si4#9}s, AJtett SchiviiTte, proxi- 

Balis- at flif n^ftMnt uM wmsmxA'. 

Miitiy, pirn Kmyetti & Bckferdt as 

l^te^ i. Ball and William H. Cald- 

M%fc|tefe Jdrnd aft st^ff ut Uemy 
K 'CffffMiW M^&S&om^,. Washington. 
■ Kabert Sw^ansfini ;8s:esw,Bi siipm- 
m^S',. KtilfPistm h&sk 'BtQfby» 
fcwfi v.p. C. Etlwacd Heir, forrnMy 
m jD^wafl & f jtftes: ML#B 
K 9:gi©^ml ^xeqaitive.^ Lawreneie: W. 
[Wetlin,; emeutivfe trjabftis at ML&B, 
proiltS^, I© a#sistacttt aeai3ii'ttt execu- 
tive., 

Marvin K. fesl-Q^ gf&tip exeeutive, 
Ypfti^; & Rpbfeatn, narned v.p. 

WilMani Amanna^ foxmerty on pub- 
% relkrbns sJKlf, of Ne» York Hilton 
lotiili, pirn Eto kfe i& Corbin Assocs,, 
im flccount execu tive. 

Merry Cailan to Lewis-, Oobifow- ^Sc 
MtnbAftWtMng, WasbjHgto.n^^ D.^ C, 
m eneative df rector. Other staff addi- 
Hfln^fc K^pfel Hyntara:, predaetion mau- 
afsr, ffnd Mhn Ikmd and Jim, Woorii 
ceypywiiters:. 

H;, :p. ^ 6;rDsiJji, formsrly Bxecufive 
¥iee-president, Bcwia Wasq^y, Ruth- 
mSft h an,- litec,- Cljieago,,, m Maxon 
iteft as f etf& vice pxesident and ac- 
munt grCKip sjijpervissar, pjiinarily re« 
"PQDSiljfc Iff apli!6y sewiee- re- 
atly aequired gxiSjeery products ac- 
lim#f Stalin Steisaiafetawtii. He has- 
SfljpeFVifed Staley grocery pcediicts ad- 
feMs3n§ lot IS yeam- 
^ ttofterf Cujerefcr ap'poisited ^ copy 
chief and John C, Batbuscafc, Jr. ad- 
■Malffl^ttg 'tceOftM eitfctttl^-fis m AC 
f paiJj, Plug acieaunt at D^P. Brafhex, 
Be'trOiA duetcler was- seoaor wcftfi;,' 
aad BaTFbusiak was iperchandising ats- 
eouflt execnliVe. 

Itviijf , iitwis to- ,SkfvT0» Irac.^ N,ew 
Tork,^ as vice president and txeasuxex. 
Hei was ftratirly vice president and 
ixmtiwet of P'Uftay'si Hirsth ^ Lewis> 
New Yorjfc, 

'Miiiiiiijci. ^M^t0;t "'Qrey .Ad-ffertCsjitg, to 
aedourtt exec]Dtf»e at Kudner Ageiiey, 
New YorM. 

and proTaKction raanaier, Ootham- 
¥lii|i'i*tit: _ MWrt;is!%, "few YoA* 
ffamed ^im presi'denf aftd gSHeral 
■rftanaler. Rab^rt i> "Wfeglan-e %eeQiafes^ 
;pciSSli8it-inMk m€ .l|Iap|affct 
.Bteanitt Stark,, vice presideftt-research-. 
tJftfStip Sk, "PWjfesft ;sieretary advanced. 
ta'_ txeasuxex arti sowptroilet. Safly 
Mim EecAn'ai» assistant secretary,, to 
S8fii«i:ary. JiBaaJs^-. ClpW^&S an4 :4*> 
tlNxnf til4ve», both acc©unting,f o assist- 
att: pfriitfy alfl asslstafll t^r^tsufeft, 
respejcti-teify;. ' MaTig iGifgaiite;, sassi'stan.f' 
pya#Mto BSa-nager,- promoted to pro-- 
fluclioii maiiaser, Jirm-gS'' Glass .fn4 
I^tftlibftttift lOf&iiiKiieeW aeeounl execa- 
ftees 'fu ebieafs' mi St» Iu«n, PttPfto: 
Mm, olficesj, respecttveily, '.now wee 
pEisiaifits^; 



T I M E jf ismfi ng Mi s e I li n g: 

WFBL, %raciisje appoints Avery-Kijo- 
del». Inc. as its national sales represent- 
ative, it was annuunced by Guy Corley, 
vice president and general manager of 
the Founders Corp. 

WFBL is licensed to First Broad- 
casting Corp., a subsidiary of Found- 
ers, and broadcasts full-tiine with 5 
kw on 1390 kc. It is an affiliate Of 
ABC, 

WFtSx i*hiladelphia, has appointed 
George P. HoHingsbery Co. as their 
national sales representative, effective 
immediately. WFLN will join the Hol- 
lingbery "classical music group" sta- 
tions: WFMT, Chicago; WCRB, Bos- 
ton; KFAC, Los Angeles; and KKHI, 
Sart Francisco, 

WTVO, Rocktord, Ilh joins Blair Xele- 
Vision* Harold Froelich, general man- 
ager of WTVO Television recently 
signed the contract , designating Blair's 
BTA Division as the station's exclusive 
national representative. 

WMYPf appoints Blair: WHYN, 
Springfield, Mass., has natned Blair 
Radio as its exclusive national sales 
representative effective February 1st. 
Th0 Station is Owned and operated by 
the Hampden-Hampshire Corporation. 
Studios and business Office are located 
at 1300 Liberty Street, Springfield. 
WHYN's general manager is Charles 
N, DeRose; sales manager is Zachary 
W. Land. An Independent station, 
WHYN is a 1 JlOOw 560 kc, directional 
outlet, operating 24 hours a day. 

WFMI to Grant Webb & Co.; WFMI, 
Montgomery, Ala*, has appointed 
Grant Webb & Co. as exelusive na- 
tional represeatative. 

KGBT stations, appoint Mexican rep:: 

KGBT Radio and 'TelevisiBn names 
Hector Garcia Pereyra, Cadena Azul 
de Radio, S.A., Mexico City, as ex^ 
elusive sales repxesentative for Mex- 
ico. Stations serve the lower Rio 
Grande Valley Of Texas' Brownville- 
Harlingen-McAllen-Weslaco market. 

WKYM appoints two reps: WRYM, 
Hartford-New Britain, Conn., names 
Gll-Perna as national sales representa- 
tive; Adam Young, Inc, Boston, as 
sales representative for New England. 
KALE repped by Williams: OiLE, 
Pasco - Richland - Kennewick, Wash- 
iugtoffl, is now represented hy the 
Robert L, Williams Co. 

Paul H» Raym«r Co* expands: The 

Wew York-based radio-tv station repre- 
sentatives> recently annovnced an ex- 
ppansiftn and realignment of the firm's 
executive and sales staff,. Appointed as 
Assistant to the prerfdent was Frank 
A. Browne; most recently with Metro 
TV ^leSi Rtttert M, MiGhrtHj.nd a 
Raymex vice-presldefft, has been ap- 
pointed Manag|f of ths Radio Divi- 
sion. Warr.en 6.. BQ.dow has been ap- 
paintpd directar of research and pro- 
motlan, a new position. He has bee,n 
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FROM SCRATCH! Remember 
when a nest egg wasn't chicken 
feed? 

wtrf-tv Wheeling 
STRAWBERRY JAM! Girl who 
eats strawberries chances rash 
promises. 

Are you o * Wheeling wtrf-tv 

BE WARY! Several atomic scientists were vaca- 
tioning in Las Vegas and two of them were 
watching an associate playing roulette. "Tilt- 
onson gambles as if there was no tomorrow/' 
said one. The other replied, "Good grief, do 
you suppose he knows sonething?" 

wtrf-tv Wheeling 
GOTTA GIVE Americans a lot of credit! How 
else would they live so well. 

Wheeling wtrf-tv 
SALESMAN: "Sir, my product is guaranteed 
to make you the life of the party, will help 
you win friends and influence people and 
forge ahead in the business world. In general, 
it makes life a more pleasant place and an 
invigorating experience!" PROSPECT: "Okay, 
Okay, I'll take a fifth!" 

wtrf-tv Wheeling 
FIGURES SHOW a modern woman spends 75 
per cent of her time sitting down. 

Wheeling wtrf-tv 
FIGURE OF SPEECH! The tourist who wanted 
to go to England because he had heard so 
much of London Derriere! 

wtrf-tv Wheeling 
KEEP WELL! Remember, nothing succeeds like 
successors. 

Wheeling wtrf-tv 
*SKEPTIC? If you won't take know for an 
answer then our Petry man can't help you. 
Edward Petry and Company is WTRF-TV's na- 
tional rep and if you want 'the know' on the 
529,300 TV homes in the Wheeling/Steuben- 
ville Ohio Valley Market, your Petry man has 
the WTRF-TV Spot TV story. Just call, he's 
available. 



WEST VIRGINrA 




Billion Dollar Spender 



North Carolina's Npcth caroiin,'^ 
biggest market— TrianaU 
tops in population, 
households, retail sales. 



NO. 1 MARKET IN THE NO. 12 STATE 



TELEVISION 

WINSTON-SALEM / GREENSBORO / HIGH POINT 
Represented by Peters, Griffin, Woodward 
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associated with the Hearst Advertising 
Service, New York, KDKA-TV, Pitts- 
burgh, and WONO-FM, Syracuse. Jeff 
Parker with CBS-TV since 1955, and 
Keith Andre, formerly with the Radio 
Advertising Bureau, have joined the 
Raymer sales staff. 

WEEU names Avery-Knodel: WEEU, 
Reading, Pa., an aflRliate of ABC, has 
appointed Avery-Knodel as national 
sales representative. The station ope- 
rates with 1 kw on 850 kc, and is owned 
by the Reading Eagle-Times Publish- 
ing Co. K. Richard Creitz is vice pres- 
ident and manager of the radio outlet. 

WTSA appoints Eckels: WTSA, Brat- 
tleboro, Vt., has named Eckels & Co. 
as sales representative for New Eng- 
land. 

Len Sabie appointed radio sales 
manager in the Chicago oflRce of The 
Meeker Company, Inc., station repre- 
sentatives. Sable had been an account 
executive at WTMJ, Milwaukee and 
for the past year has been an adver- 
tising account executive for the Chi- 
cago Car Advertising Company. 

Bill Dahlsten has been named man- 
ager, Chicago oflRce of Grant Webb 
& Co. Prior to this association, Dahl- 
sten held the dual position of general 
manager at WLPO, LaSalle, Illinois 
and general manager at KAWA, Waco, 
Texas. 

Thomas L. Papich 

has joined the 
sales force of H-R 
Los Angeles. He 
was formerly gen- 
eral manager of 
station KGLM, 
Los Angeles. 
Prior, Papich was 
sales manager and 
station manager 
of station KFOX, 
Long Beach. 




Papich 



William F. Reitman to George P. 
Hollingbery Company's Los Angeles 
office. Prior to joining the Hollingbery 
Company, Reitman spent three and 
one-half years as manager for the Boi- 
ling Company. For the seven preced- 
ing years he was a radio salesman for 
KFOX in Los Angeles-Long Beach. 

Lynn Hall has joined the New York 
television sales staff of The Katz Agen- 
cy, Inc. He had been with The Meeker 
Company. Mr. Hall replaces Churchill 
Miller who has been transferred to the 
station representative's television sales 
team in Chicago. 

Joseph Ostrow and Donald C. 
Foote, Jr., have been made associate 
media directors at Young & Rubicam, 
Inc. Ostrow joined the research de- 
partment of Young & Rubicam in 
1 955 and transferred to the media de- 
partment as a space buyer three years 
later. Foote came to the agency as a 
media buyer in 1956 from Erwin Wa- 
sey & Company where he held the 
same position. Prior to that he was a 
time buyer with Benton & Bowles and 




Pierce 



Anderson & Cairns, Inc. Justin T* 
Gerstle will take over as media djref' 
tor for Y & R in Los Angeles, Gerstk 
joined Young & Rubicam as a seniot 
media buyer in 1959 front Benton & 
Bowles. He was promoted to media 
account supervisor a yeac later, and 
made an associate media director in 
1962. 



TV MEDIA 

$100,000 for ETV: New educational 
station scheduled to start on the air in 
Los Angeles next September got it^ 
first boost from a local station, A 
$100,000 grant from KCOP-TV will 
be added to $468,790 donated by the 
U.S. Department of Health, Education 
and Welfare. The ETV station, Ch. 28, 
will probably use the call letters 
KCET. 

Frederick Pierce, 
ABC-TV Director 
of Planning and 
Sales Develop- 
ment, has been 
elected Vice Pres- 
ident in Charge of 
Research, Sales 
Planning and 
Sales Develop- 
ment, it was an- 
nounced by 
Thomas W . 

Moore, President of the ABC Televi- 
sion Network. 

Pierce will continue to be re- 
sponsible for the Sales Planning, Sales 
Development and Research Depart- 
ments. 

After joining ABC in 1956 as art 
analyst in the Television Research 
Department, Pierce was promoted 
to Supervisor of Audience Measure- 
ments in 1957 and Manager of Audi- 
ence Measurements in 1958. 

In 1961 he was made Director of 
Research and in March 1962 was 
given added responsibilities as Direc- 
tor of Research and Sales Develop- 
ment. He assumed the title of Director 
of Planning and Sales Development in 
April, 1962. 

John L. Hutchinson, Jr. to director 
of special events and public afl^airs and 
James A. Christensen to program di- 
rector at WBEN-TV Buffalo. 

Charles New- 
comb has been 
named program 
director and Rene 
Royaards produc- 
tion director of 
WSPA-TV Spar- 
tanburg, and Ver- 
ner Tate has been 
appointed sports 
director for 
WSPA-TV and 
radio. Newcomb, 

who has been associated with Spartan- 
burg radio and tv since 1948, will con- 
tinue to have charge of WSPA-TV 
public affairs programs. He was for^ 
merly with WTNT Augusta. 

SPONSOR 
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"Koite. Frinr ta -fliai :hje mas WitK Taft 
^IteMftaifil it W'KBC-TV" in CtA- 
itfiimafl, »d. 'WTVN-T¥ Columlms. ,as 
ge»gral sales. Da5a.naf.ff* 

tiGM iifliectar for WABC-TW New 
fgffe Sfeplsiglig |*Kiif|« I,; IJttte who 
«aB «awed' 'dftsieteT' -oi ptes^s intettia- 
tian ftrf piMfl-Qticw' tor ABC .Mews,. 

Kips hm bsm poni©ts=(3rt. :m«n.ig&if 

Motrerf, ¥. Oowad te mair.age.r, pm- 
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hm yma a ^sles^-pi. S|i i^if partW- 
pattog pjogmm sales area sirace jhm- 

Mm0M KmM to exeeytive pfoducef 
hx Wam-TV Sew XOfk. 

George Whitney, Jr. has re-joined 
KHJ-TV Los Angeles as an acount 
executive. Formerly with RKO Gen- 
eral National Sales in New York for 
'!S and San Francisco for a 
Whitney has been with the L.A. 



m for 18 mop 
City move. 
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^'^^S, ■WA.L.E Pall 

maonn^ prjomotioa and MerebandSging 
msmi&- i&f: WFWV-TV Gfeen Bay 
re-sigl^a Mlar "eb. 1 -ptjlftn his ow'fl seoib^ 
biaed art and phato^prayiy business. 
Jijpteifitsfni sMiM iis^" W 6.af^ef at 
as axt -iiTect.o.r. 



lliftell fifeiijg'e haiis^: KRIB M.'aw»rt 
drty; ,ta. was" fof SlI0;,m0. by 
Pettgrfi ftr«adeasJi%. Cat to ^llMarn 
H,^:SMi:dter^ msiA D., 'BEyg-ei Ekbgrg «jf 
M3iittea:pfQlm WX^GO Iti-diaaiaptilts 
soil: 'Wis .siili *by OffisfiaiB 
and huke Walton to iatkes Tarz&n, 

im IftS. tsiJii^- rsabjtfif So BdC a^-. 

BKomlj wgEe/bfotepd. by Bttniljffa- 



as* nrnt. Smmmm^r Krwifi*- 
ti«a ii.sM.. IflffiJMbcd I:be~ »ew ytar iry 
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m Mew f 05* M)d/i£GBTra-. 

d& attd ■Ha»|i5j,gticf|,,, X««^„ phMg. 
i;8 Voting rogrote.S;. Tfeir lepisgenta- 
imm will fte pEfiWfttioa m«na:|6# fcif y 
Qteeif6e.jjg .and. pKomollba. itt^.ffa.gfr 
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milled two new •afRIlate r|i®Q|«gjss, 'ftQlb 
ftem the', '.Btiftent. -wAeer lTi£y are. 
M.ort Fle!Mi^ifc ipjajnajil of 




uration, arrd Terry M, KEefan, promo- 
tion cofirdinaloC. KeiHogg joined BPA 
as an aSs06iaie> fflcffiberj namfng Deryl 
E. FlemJjJgj public: relations director, 
a* its official f eprtsipaiiatiW- 
New Elorida affil.s WWXL Ft. Lau- 
detdale joiiied ABCBadfo lineup Feb. 
15. Station Operates with 10 kw on 
1580 kc md is owned and operated 
by Florida Air PoWtfr,. of which Cof 
William A. Robeits is president and 
Bruno M. ReJh fs vice president and 
general manager., 

Jabn T. Gelder, 

Jr., has been ap- 
pointed General 
M a n a g e r o f 
WTRF-TV. A 22. 
year veteran of 
the television in- 
dustry, Mr. Gel- 
der lias served as 
Vice Presi dent 
and General Man- 
ager of WCHS- 
TV, Charleston, 
West VirgiBia; head of WCHi-Radio 
and WAlfA-Radioi and Assistant 
General Manager of WKWK-Kadio, 
Wheeling, tte is a past president of 
the West Virginia Broadcasters Asso- 
ciation and Treasurer of the ABC-TV 
Affiliates Board of Governors. 

Bernard I. Njolan to business man- 
ager' of WrNS Mew York, from WIZ:- 
TV, the Gronp W TV station in Balti- 
more, where he was assistant business 
manager tor the past two years. 

William E. Smith to teehnical super- 
visor at WDWO Ft. Wayne. He's been 
in the station's engineBrih.g department 
since 1950. 

Charles Mayo to the sales staff of 
WHLI Henipsi^d.^ He has worked 
with Duane Jones Advertis'ng and W^s 
formsrly with WLIB New York. 

Cullen K. Eethinayr, assistant gen- 
eral rhanager of WWMS^ ^itateshoro, to 
general manager of WQGA ayivesuer, 
both Georgia. WGGA went on the air 
in December. 

Eugene H. Alnwick, a Member of 
Mutual network's sales organization 
since V951,, to mid-west sales manager, 
headq.uartering in Chicago. For sevejal 
years he w:as in media at various 
agencies, 

Donald W. Bertrand, sales manager 
of WEBt; Dfuluth, appointed to the 
new past of manager of regional ra- 
dio sales for all. WMT stations. HeUl 
hKtdqnarter in Cedar Rl^pidi;. Biertjand 
ha^ been with the WMT stations since, 
I'Wf and has been sale* rnafiager of 
WEBC si ne© 19161. 

Robert Ramoska to the gales staff 
of WBBM ffhicAgto, .from. WAAF 
where h© served an the sales force fyr 
two yegrSi- 

Gh^lfj?' §^ Miller^ general manag,er 
and treasurer of Pocoiio Brotdji^stinig 
(WVPO) ha& hecin named vice presi- 
dmt rf the fffMpany, Miller started his 
careeir in radio as a salesman fiOT the 
^ppany.in I'WB. 




Bus^sell 



Martin Bii«|<iicll 

has been named 
national sales 
manager of KITE 
San Antonio. He 
joined the station 
with the 1 rigg- 
Vaugbn acquisi- 
tio:n last March. 
Prior to that he 
spent 16 years in 
the drug industry 
in both wholesale 
and retail sales and promotional 
merchandising. Ten years of this 
time Bussell was with McKesson- 
Robbins. 

I>an B. Speare, general manager Of 
KGEE Radio, Bakersfield, was elected 
a vice president. He's been with the 
company since June 1962. 

Bill Roberts to record librarian at 
KDKA Pittsburgh, sueeeeding Gil 
Haag. 

Tlmtni Pierce to manager of pro- 
motion and publicity for WRC Wash- 
ington, D.C. She has been assistant to 
the director of information in execu- 
ting all merchandising, a,dvertising 
and promotion at WTOP. 

James A. McCulla to west coast 
manager for ABC Mews. He'll serve in 
a triple capacity: responsible for net- 
work news from the west coast, news 
director for KABC Los Angeles,^ and 
responsible for all news programs on 
the ABC western regional network. 
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• Nfew Chrysler assembly plant— 
pfiQO new jobs in 1964 

• New $8 million hospital. 

• New Gaies Rubtjer Plant. Freieport, ; 

. — 505 fiftw J'abs. 



THE MAR 



» Mh la U. S. in E,a.l. per capita 
• 78th in U, S. in E.B.I< per househojcj 

fi:,4aOi5l7,(300 mrh&t 



• Blanlsttin^ Northern |.rii'noJsca;nd South- 
ern WstSirfsin — the riC'h inttuslriai and 
ajrieullcrral heartland of Mid-Ameriea. 
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YOU NIAY NtVER MAR THE BIGGEST CARIUON 



WKZO-TV MARKET 
COVERAGE AREA • NCS '61 




Rating projections are estimates only, subject to any defects 
and limitations of source matenat and methods, and may 
or may not he accurate measuiements of true audiences. 




BUT... WKZO-TV Rings The Bell 

in Greater Western Michigan! 

WKZO-TV strikes a familiar note with more people 
than any other Michigan station outside Detroit. 

From morning's opening chime until evening's las:t echo, 
it makes little difference. See how these NSI scores 
(Nov. '63) sound: 

• 9 a.m. to noon, weekdays, WKZO-TV rings up 83% 
more viewers than Station "B." 

• Noon to 3 p.m., weekdays, WKZO-TV is fortissirno 
with viewers by 25% over Station "B." 

• 7:30-11 p.m., Sunday through Saturday, WKZO-TV 
peals out through 24% more sets than Station "B." 

Let your Avery-Knodel music man give you the 
complete composition on WKZO-TV! And if you want 
all the rest of upstate Michigan worth having, add 
WWTV/mVUP-TV, CadiUac-Sanlt Ste. Marie, to 
your WKZO-TV schedule. 

^The carillon in Riverside Church, New York, 
has 74 bells and weighs 102 tons. 



mzo-Tv 

100,000 WATTS • CHANNEL 3 • lOOO' TOWER 
Studios in Both Kalamazoo and Grand Rapid's 
For Greater Western Michigan 
Avery-Knodel, Inc., exclusive National Represenlalivei 
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THE WEEK IN WASHINGTON 



M&3Pm Mai ^>M Emmm Fia,, , »4 ie G'#nriiB&4 wit* 

mMiim»M'lW'^ ift fa^'ay .&< mmX areaa^ He urgaB 
Bftve^FtlStr'B^ ■rya J'QillB^ tn largs m&ti-B]^Ql±tmi majr-fee-tiS* ©i^ 
Fli3rt(Ja ®si3Rtjgr©iiS»atl. -wfaB eenBllsrablsr li6c»ed during HQuBe 
§ifflaen*oe subeaaittlttfee heariji^gB 0m broadeast raliliigB!, tiiBu a 
llaflil atatlen protected, tlx&t. rating servleeB ©lalmfed to 
talllejd kdmeB wk&r-e mt jdoor*-tja-doar Bolleiting waB alloWfed.. 

l»i»';S s'ttaei, « iis A»g3i-l#B Kaiis Btiyvigy T«Mp'b p-allid 
m^&ws sal fminti ^IlpwpYi'f Hillbillies'* vas; fir#gra« l^aBt 
iAlii&iy alHi©Ji0k IiilBeai i?atfi-B it^ tftf-* 

Sftji^eTS tlei tlie f IndingB isf tk© urban and Blub urban If. A* 
TiiBii In wltli GensuB r^p«rtB l^iat of total U«g* popula- 
tion llvaB in u?rbaa. aJ''®aS* g# sostes lag wj-th 9p aereti^atljDn-; 
i'i:e-3.f6j.«''m ^cipls tegnti'g mftBt b-e ■gfpv'O'ring, rural taBtoB , fegajrg: 
fjs:e>B got Qugatl.^ a#fwa,gy of 'J4»,A-* Tlm^s poll« 

A ^gr^pMI iif tH©. .fural vfersus iirban-subufban wel^t Ifl •Amtx'- 
isisK atfairs Ib: last Mf-tti,M^'B :&up;r&ffi;e C.ourt dgelslfai on. 
SBcyyftAa yfi'dljgtrlctlng,. B^erts estimate that the dee 1 lion 
^lll Btart tke ball rolling for truer population baslB far 
%k&_ 'MmMW',. posBlJilj giitfdg& urt^an-Suburban areas S7 SBats 
Piv ;kpid; bf I'ep^'iiipEitat'lTai' & vu^ax air«aB,r 
%e pra!Bie«l wafaa ftf^migastsys th^OBghtfui — ^paytim-^- 

.fggm tiig Diidf '&i;g ,gujfai ayeaB^ 

WEffB. ttHgiB Biu«tt,i.io:iial 'S^ land ^eiolMtter-jgial skould knit .eloBe bonM 
Alsmw -If t,4a far 'fflutxial aid, g'C C gmnx . Frederljgk . I'o.rd mmB > 

He -part-isulftriy adyl^v^B: edRgati^tial TVers not to fall into 
pg^l-nt igpdla t^ap liaPSli srltliglgig gg -gpamiFyclal TV, but^. 
to isa^ liteely B-offla'gntB' -RonsitiDetiWi, 

tM a, talK, b-ef^f^ yitiladfelpala shaplstr o'f- Affil* fort 'priagileft 
ft giflgparatit^lt- hjEjiall» .oittlffli& fior- ff^—QQ orperatlaft, Bta-' 
■ttiattBs aye /BJia'Vlni; a j-ot-feg-tja:! 110, 'Million ¥i&vrers in a total 
aX SM atataB,;*^ Part of the gj0X)d oiitlook stemB frQin the ne# 
Bat&lie'd-graiit aetup for federal aid- Snazsy L..A* ©dueatiaflal 
W Stat inn will 3@o0t o-rer |l million, aird Bwrve a toetro'- 
p <riiit^ pjoTO^latlflg o f i pi 1 11 on 0^ Cte * p^ . 

fct: ilffii^'B sJm^% if Iglp mrm-n aimgily aad. indtogtly fmm 
e&«gft»lal_ «M«i' ^e®!^- fit ullilofi fV B-ets alight aero&a 

ifet«a:''tei "haT^ fcelp^. %js ttee tupe? ©C ^#;0;^;'O:C)U; from AB-C 
It .f's'X-a^ Bttatiofl:,, pli:^ adn-ey « „p»iSg3>ii^K and efuipiment t^o TV 
i-Q. other Biti-SBi- fjil has d^at-.ed. f^l-.S .nrilllOT pluB pva^pmo- 
inmw and FlC!. hns, glimn |rS#Q!,@O0 in eaBh. and eaBlBB^siat r llPS 
iB'sp^roP' in .jiTftgripi riHst-iffial^ BftfB Fo-:pf « 



"wHn^i £aw¥ 
»mX ta^t:e.B« 



THE WEEK IN WASHINGTON — — ^ 

Rep. slaps ABC's fall NFL football sGhedule Is hitlim some eongres- 
ABC-NFli deal slonal mire. Rep, Harold M. Ryan (D. , Mlch» ) says ABC's 
planned Friday night NFL games schedule for geptember 
October (SPQNSOR-SCOPE, Feb. 17) will raise hob with frlto 
evening school games across the nation. 
Ryan says Friday night high school and college football 
games will suffer, and so will other school sports depend- 
ent on the football revenue. Besides, says the qongre^smaa — 
it's Illegal under federal statutes exemprting sports from 
antitrust laws. 

The law says National Football League cannot sell a pacleage 
calling for playing and broadcasting of Friday night games, 
to protect the economic health of amateur school g£imes, 
Ryan says individual clubs in the league should also be 
bound under the same statute. He wants a Hill committee to 
look into the ABC deal with Ford Motors to air five games. 



Youth meet 
on smoking 
due in May 



The inevitable National Conference on Smoking and Youlh will 
be held here in May^ 

Under joint sponsorship of the Children's Bureau of the 
Welfare Administration, and U.S. Public Health Service, the 
Conference will talk over ways to deter youthful smoking — 
with young people doing the advising. 

The Children's Bureau expects one boy a^id one girl from 
each state to come to the May confab. The conference does 
not intend to preach prohibition. "Young people themselves 
will decide whether they are going to smok^^e,^" says Mrs, 
Katherine B. Oettinger, bureau chief. But she believes the 
young can best inform fellow adolescents Of the hazards of 
smoking. Then individual decision by the teenage boys and 
girls can be made on a "sound basis." 



^188,000 
more for 
J.D. study 



The Senate Juvenile Delinquency Subcommittee was reciently 
handed another $188,000 to investigate media and other fac- 
tors in juvenile delinquency. No report ever issued from 
the subcommittee's last foray into TV and juvenile 
delinquency, but Sen. Dodd, subcommittee chairnian, rovmdly 
informed fellow senators that excessive crime and violenc© 
still permeate TV "in spite of the promises Of improvenieHt 
made to his subcommittee in 1961 and 1962." 

Sen. Allen J. Ellender, Appropriations Committeeman piloting 
the money votes on the Senate floor, sighed over the item. 
Ellender said he has been opposed for the past 15 years to 
the juvenile delinquency hearings, but in vain: Congress 
continues to shell out substantial amounts for this hardy 
perennial. 

Ellender was frank to admit that he was licked — tliat Sen. 
Dodd could defend the 1964 costs of the continuous cycle Of 
hearings, and the door-high stacks of printed Copies there- 
from. Sen. Dodd immediately rose and bore out the prediction. 
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In the same way ymi use projectors to "screen" film, you can use this low-cost "playback-only"' 
machine for top quality "screening" of television tapes. For agencies and broadcasters it's a means for 
playback., editing, and piwiewing tape-recorded commercials and programs, or for putting them on- 
airr* Goniptetely compalibte wibh all standard (quadruplex) recorders^ the TR-3 assures professional 
broadcast quality. Fully transistorized for compactness and dependability. Standardized and modu- 
lirfe#d for ease of installation and simplicity of operation, all in one 22* x 22" x QQ" unit. Has space 
for coijr msdutes. Can be conTerted to a recording unit. You can double the effectiveness of your 
p.ii^t reorder by adding the TR-S for playback: use. 



Ufe M J«4 pby tet ffpei ftr sijssvfni ani^whfre; in tlie |h|)pi 




RCA Bro^dcast-& Television Equipment Building 15-5, Camdan, U, 1. 



THE M0ST TRUSTEB NAME iU TELEVISION 



I 



YEAR-ROUND 

good living, good business 





We have seasons, but they are relatively 
mild, without the harsh extremes that often 
disrupt business elsewhere. This means year- 
round high-level spending, with a diversi- 
fied economy, as a center for government, 



business, recreation, education, and indus- 
try. Few stations, we are told, dominate 
their markets as do we in WCTV-land, but 
you probably have your own figures to 
prove this! 



¥)f CT V 





